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with no rattle 


Air-tite Window Stays pre- 

sent the post war challenge to functional window 

simplicity. Here, thanks to one complete mecha- 

nism, are easier installations, reduced inven- 
tories and improved operations. 





Jobbers and dealers like 
Air-tite Window Stays’ 
simplicity,and cheer for 
reduced inventory and 
handling problems. 


Air-tite Window Stays eliminate the need for 

weights, balancers, cords and pulleys—con- 

serve materials ordinarily used for weight- 

EAs wells — and do away with exterior 
\ Y INSTALLED weather stripping. 


Carpenters like the easy 
installations and the 


Now in full production, Air-tite Window adaptability, for the 





icAL — ‘ one size of Aijr-tite 
econo™ Stays are winning trade acclaim. Window Stays fits alt 
double-hung windows. 

oe 


U. S. Pat. No. 2,187,412 

The spring plunger of 
each Aijr-tite Window 
Stay exerts 18 pounds of 


pressure which holds sash ; 
firmly against parting ; 
beads and brings check 
rails tightly together. This 
plunger automatically - 
adjusts for wood expan- _— nial t— 
sion permitting windows —— oC ial — \ 
to slide freely at all times. { ——_ ] 
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Home owners like their 
Air-tite Window Stays 
. . . for rattling, sticky 
windows and weather 
stripping are things of 
the past. 



































MLNS 
— 


YS ——— 

















Air-tite Window Stays 
are easily installed. 























































Many Territories Still Open to Bona Fide Jobbers a Four Stays will suffice 
for *one normal size 

It is the Air-tite Window Stay Company's firm policy Y sash. Insert according 

to distribute through recognized millwork jobbing to the simple instruction 


firms. Wholesale organizations requesting stock will re- 
ceive prompt attention.Dealer inquiries are welcome 
and will be referred to local jobbers. Please write to: 


The Air-tite Window Stay Co., 861 Meadow St., Chicopee, Mass. 


sheet that is packed 
with each box of 48 
Air-tite Window Stays 
-enough for six windows. 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


|—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the-local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 

The Editors 


AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER. Published every other week by American Lumberman, Inc.,— 
Established 1873—Office of Publication, 189 North Clark Street, Chicago 2, Ill. Entered as second-class matter Oct. 2, 1946 at the Post 
} Office at Chicago, Tilinois, under the Act of Mareb 8, 1879. 
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a finished job 








When sash is Arm-Glaze'd the job is finished the first 
time . . . no costly, time-consuming sash reconditioning 
. . . NO waiting for putty to ‘‘set’’ before handling and 
shipping . ..no work stoppages nor crowding anywhere 
along the line. ARM-GLAZE Elastic Glazing Ma- 
terial is saving hours of time everywhere it's used and 


TAL AnmaTAGag compan’ 


it gets rid of the sash reconditioning headache once 
and for all! Get the facts about Arm-Glaze today. 
Make every glazing job a finished job the first time! 
















ARM-GLAZE Elastic Glazing Material re- 
tains its elasticity, never gets rock hard, 
“gives” with expansion and contraction and 





absorbs all shocks of normal service. ARM- 
GLAZE seals perfectly and holds a firm 
bond. Made from the finest materials by an 
exclusive Armstrong formula, ARM-GLAZE 
has won top place in the glazing industry 
because it completely eliminates sash recon- 
ditioning—because an Arm-Glaze'd job is 
a finished job the first time! 
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FLASHES *  * ® e & 


PUBLIC HOUSING OPPONENTS FOOLED by Wyatt's resigna- 


tion. Many believe the government is fast easing itself out of the 
housing picture. The truth is that the government is still exerting 
strong controls through the Second War Powers Act and the Pat- 
man Act. In addition, renewed action to secure passage of the 
W-E-T Bill is imminent. 


IMPROVED SUPPLY OF BUILDING MATERIALS will be noted 


early this year. Materials’ picture will brighten slowly but steadily 
throughout the year, barring severe strikes. 


LUMBER PRODUCTION ONE BILLION FEET SHORT of actual 


consumption requirements in 1946, the Department of Commerce 
reports. The Department's forecast for this year has been raised 
to 33 billion feet; imports of another one billion feet are hoped for. 


AMERICAN LEGION WILL WATCH HOUSING with a paternal 


eye. The Legion's special committee to investigate housing has been 
turned into a permanent standing committee for the duration of the 
emergency. Post committees throughout the country will help shape 
local policy. 


FIRST BILLION DOLLAR REAL ESTATE MONTH in Nation's 


history of real estate financing was recorded in October. Total of 
one billion, seven million dollars of nonfarm mortgages of $20,000 
or less recorded for October was eight percent higher than Sep- 
tember and about 80 percent above October, 1945. 


GENERAL CONSTRUCTION BOOM EXPECTED IN 1947 may 


top biggest peacetime year in Nation's history. Estimates now 
place residential building at 10 billions in 1947 and nonresidential 
at nine billions. 


OUTSTANDING CONSUMER CREDIT NEAR RECORD of ap- 





























proximately $10,000,000 figure set in 1941. This unusual situation 
prevails despite the fact installment loans covering automobiles, 
electrical equipment and other “naturals” are still below the 1941 
level. 
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NATION’S top housing experts shown leaving the White House after conference with Presi- 
Left to right: Raymond M. Foley, new head of the National Housing Adminis- 


tration; John R. Steelman, assistant to the President; Maj. Gen. Philip B. Fleming, head of 
the newly created office of Temporary Controls; Frank R. Creedon, who succeeded Wilson Wyatt 
as expediter. 








RECORD YEAR AHEAD? 
22 billion-dollar building 
goal estimated for this year 


A 22-billion dollar record con- 
struction year is predicted for the 
United States by the Department 
of Commerce. Housing is expected 
to account for about 40 percent of 
the total. 

Nearly in agreement with the 
Commerce Department’s estimate 
was that by Associated General 
Contractors of America, Inc., rep- 
resenting 4,000 firms. This build- 
ing group estimates total construc- 
tion at 20 billions of which an esti- 
mated 15 billions will be new con- 
struction. 

Private industry, says the Com- 
merce Department, is now perform- 
ing 80 percent of all construction. 
Division Chief John L. Haynes es- 
timates that about one million new 
houses and apartments will be in- 
cluded in the 1947 construction to- 
tal in contrast to the 1,700,000 goal 
set by Wilson Wyatt, former NHA 
expediter. 


FHA FINANCING 


Terms liberalized in order 
to encourage rental housing 


FINANCING of rental housing 
under FHA terms was liberalized 
by the Federal Housing Agency to- 
gether with the removal of a num- 
ber of controls over the housing in- 
dustry. 

Monthly carrying charges on 
FHA insured mortgages were re- 
duced. The average period of ma- 
turity for such mortgages will be 
extended from 27 years and seven 
months to 32 years and seven 
months on the basis of a 4 percent 
interest rate. 

The reduction was made by low- 
ering the 2 percent initial minimum 
principal payment to 1% percent 
with subsequent principal payments 
reduced accordingly. 

Eligibility standards were broad- 
ened for this type of mortgage in- 
surance to permit loans for elevator 
and corridor type apartment 
houses. 


PRIORITIES DISCONTINUED 

Home builders will no longer be 
issued priorities. Priorities issued 
earlier will be honored but builders 
who use them must adhere to the 
previous regulations that went with 
them, including the $10,000 ceiling 
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cost and the $80 per month maxi- 


mum rental. NHA earlier an- 
nounced the removal of the $10,000 
ceiling and the requirement that 
plans must be submitted to FHA 
for establishment of a ceiling price. 

Under the new system, these con- 
ditions will be attached to the 
granting of a house building per- 
mit: 

1. The dwelling must be suitable 


and intended for year-round occu- 
pancy. 

2. The total floor area must not 
exceed 1,500 square feet, sufficient 
for an ordinary’ three-bedroom 
house. 

3. Equipping more 
bathroom is prohibited. 

4. Rental properties must be 
submitted to FHA for establish- 
ment of a rent ceiling based on 
cost. Instead of the former flat 
ceiling of $80 per month, the aver- 
age for an entire project now is 
held at $80 per unit, plus $3 per 
room in service charges. Rental 


than one 
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PIONEER NATIONAL DISTRIBUTORS WITH 
WAREHOUSE BRANCHES SERVING THE 
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projects must be held 30 days for 
veterans. 

5. Dwellings built for sale to vet- 
erans must be held for sale exclu- 
sively to veterans for 60 days after 
completion. 


6. Builders may obtain permits 
to add rooms to house additional 
veterans or members of the appli- 
cant’s family, but the estimated 
construction cost must not exceed 
$1,500 for each person additionally 
housed. 


7. Veterans are eligible to make 
alterations or repairs on a dwelling 
up to $10,000. Alterations and re- 
pairs of less than $400 may be made 
without a federal permit. 


BUILDERS’ DOLLAR 


Cassidy foresees decline in 
construction costs by spring 


MUCH better value for the home 
builders’ dollar is in prospect for 
the spring and summer of 1947, ac- 
cording to L. M. Cassidy, vice presi- 
dent for sales, Johns-Manville cor- 
poration, in a year-end review of 
the building industry. 

“The real trend in construction 
costs actually started down around 
July, 1946, according to industry 
economists,” Mr. Cassidy said. “A 
lower building costs level is now in 
prospect for the spring of 1947, and 
this should enable prospective 
builders and home buyers to pro- 
ceed now on delayed plans because 
the downward adjustment in build- 
ing costs will already have taken 
place by spring.” 


POSSIBLE DELAYS 

Mr. Cassidy said that 1947 might 
well register as one of the biggest 
peacetime construction years on 
record, with twice as many homes 
completed as in 1946. Indications 
are, he said, that a possible cause 
for delays in 1947 might come from 
a shortage of skilled workers rather 
than a lack of building materials. 
Better values will come from 


| quicker construction, elimination of 


any black market prices, a better 
organized distribution of materials 
and increased efficiency of workers, 
despite wage increases and higher 
costs of some materials. 





NONHOUSING 


Whitlock says lifting controls 
will avoid materials cutback 


LIFTING restriction on non- 
housing construction to help pre- 
vent a serious over-supply of many 
key building materials is advocated 
by Douglas Whitlock, chairman of 
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Consider Facts-- 
You Can’t Afford to Be Without 


LOGGERS DREAM 


Urbana Lumber Co., Urbana, Ark., says: “We are making much more 
effective use of our manpower and are increasing our production with 
Loggers Dreams.” 


Shannon Bros. Lbr. Co., Memphis, Tenn., says: “There’s nothing like 
them for successful logging. Our only regret is that we didn’t pur- 
chase them sooner.” 


General Box Co., Natchez, Miss., says: “Loggers Dream has increased 
our output about one-third.” 


The above are typical of dozens of letters in our files. We quote from 
our users who know from experience. 


Let’s look ahead a little on this matter of logging costs. Sure there's 
a big demand for lumber now—and prices are high. But as lumber 
becomes more plentiful—and competition for business begins, your 
logging costs are going to become a vital factor in your profits. 


Cold logic says that now when you're making money is the time to 
put Loggers Dream on your job—and let it pay for itself out of the 
savings it makes. And that’s just what far-sighted producers are doing. 


Get the Facts about Loggers Dream 
today. Write for Circular. 


TAYLOR MACHINE WORKS 


LOUISVILLE e MISSISSIPPI 
Phone 438 
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Only 5 to 10 minutes 
to Load your Truck 








Some Users who know 
from experience that it 
pays to use Loggers 
Dream 


B. F. Johnson Lumber Co. (2) Aliceville, Ala. 
Williams & Voris Saw Mill Co., Birmingham, Ala. 
General Box Co., Gilbertown, Ala. 

Clancy Lbr. Co., Grayson, Ala. 

Ralph Lbr. Co., Hillwood, Ala. 

Vredenburgh Saw Mill Co., Vredenburgh, Ala. 
Dixie Box & Veneer Co. (2) York, Ala. 
Farrell-Cooper Lbr. Co., Brinkley, Ark. 
Anthony-Williams Lbr. Co., Calion, Ark. 
Keystone Lbr. Co., Camden, Ark. 
Anthony-Nordeck Lbr. Co., Magnolia, Ark. 
Peace Lbr. Co., Magnolia, Ark. 

General Box Co., Prescott, Ark. 

Greenville Veneer & Crate Co., Greenville, Fla. 
Southern Plywoods, Greenville, Fla. 

Granger Bros., Lake City, Fla. 

Florida Veneer & Lbr. Co., Monticello, Fla. 
D. H. Rowland Lbr. Co., Albany, Ga. 

Watkins Lbr. Co., Albany, Ga. 

Columbia Lbr. Co., Lake Park, Ga. 

Clark & Stanley Lbr. Co., Savannah, Ga. 
Shiplett Lbr. Co., Vidalia, Ga. 

Daviess County Stave Co., Owensboro, Ky. 
Paducah Logging Co., Paducah, Ky. 

Clinton Lumber Company, Clinton, La. 

May Bros. Lbr. Co., Eunice, La. 

N. R. Nutt Lumber Co., Franklenton, La. 
Thomas Lbr. Co., Hammond, La. 

J. T. Mitchell Lbr. Co., Kentwood, La. 
Rathborne, Hair & Ridg y Co., Maringouin, La. 
R. W. Hillcoat Co., New Orleans. La. 
Rathborne Hair & Ridgeway Co., Oakdale, La. 
Rathborne Lbr. Co., St. Francisville, La. 
Goodyear Yellow Pine Co., Picayune, Miss. 

W. H. Hall Lbr. Co., Shubuta, Miss. 

Madison County Stave Co., Way, Miss. 

Barfield Bros., Wiggins, Miss. 

Millman Lbr. Co., (2) St. Louis, Mo. 

Amory Lbr. Co., Amory, Miss. 

D. H. Hall Lbr. Co., Columbus, Miss. 

S. E. Lackey Lbr. Co., Forrest, Miss. 

Dixie Pine Prod. Co., Hattiesburg, Miss. 

J. M. Griffin Lbr. Co., Hickory, Miss. 

Ethel Lbr. Co., Jackson, Miss. 

The Mengel Co., Laurel, Miss. 

Pine Mfg. Co., Meridian, Miss. 

J. M. Jones Lbr. Co., Natchez, Miss. 

C. W. Hall & Neely Lbr. Co., New Albany, Miss. 
U. S. Marine Corps, (2) Camp LeJeune, No. Car. 
Linwood Mfg. Co., (2) Linwood, No. Car. 
Evans Bros. Lbr. Co., Nashville, No. Car. 
Smith Lbr. Co., Smithville, No. Car. 

Sledge & Sons Lbr. Co. (2) Whiteville, No. Car 
Georgia Plywood & Lbr. Co., Fairfax, So. Car. 
Marion Lbr. Co., Marion, So. Car. 

Mullins Lbr. Co., Mullins, So. Car. 

James E. Stark Co., Memphis, Tenn. 

Shannon Bros. Lbr. Co., Memphis, Tenn. 
Nickey Bros. Inc., Memphis, Tenn. 

General Box Co., (3) Beaumont, Tex. 

Foster Lbr. Co., Fostoria, Tex. 

Kittrell Lbr. Co., Tyler, Tex. 

Woodville Lbr. Co., Woodville, Tex. 

Simonton Bros. Lbr. Co., Crewe, Va. 

Princess Anne Lbr. Co., Virginia Beach, Va. 
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the Building Products Institute. 

“There can be enough materials 
produced next year,” he says, “‘to 
permit eight and one-half billion 
dollars’ worth of nonhousing con- 
struction without interfering with 
home building. “That means that 
nonhousing construction could pro- 
ceed at an average rate of $163,000,- 
000 a week as compared with the 
existing limitation of $35,000,000 
per week.” 

Now that cold weather has cur- 
tailed on-site building operations, 
Whitlock contends it is a mistake 
to continue any limitations on non- 
housing while production of ma- 
terials continues at a high level. 

“The production of brick and 
other basic materials,” said Whit- 
lock, “already is well in excess of 
housing needs and the output of 
some items will have to be cut back 
in the immediate future if limita- 
tions on nonhousing are held too 
low.” 


: PREDICTION 
Red Brand is the Real estate people expect 


only fence with an prefabs to win low-cost field 
easily recognized PREFABRICATED housing, 
trademark. Its red | says the National Association of 
top-wire is a sym- | Real Estate Boards, in a special 


bol of quality that | ews letter, will dominate much of 
farmers have the lower cost home market within 


five years. 
known and trusted Failure to achieve mass produc- 
for many years. | tion thus far, the article points out, 
: , has kept prefabs at substantially 
Farmers’ confidence in Red Brand reflects to the | the same price level as conventional 


dealers who handle it. Red Brand adds selling pres- | homes. 











































tige to your store . . . brings in more good customers “As the honing of re a 
r products. ever, we have concludec a e 

who are top prospects for you other p growth of prefabricated house man- 
. ' ufacturing will ultimately result in 

Yes, you are ahead three ways with Red Brand: a lower cost per unit even on a com- 
1. You sell more fence. parable basis,” said James C. 


, , Downs, Jr., president of the Real 
2. You add selling prestige to your store. Estate Research corporation, who 


3. You attract more top-ranking | wrote the article after a survey of 
customers for your other | the field. 
7 SEVERAL BIG COMPANIES 
products. The area in which prefabs will 
dominate, said the article, will be 
KEYSTONE STEEL & WIRE CO. east of the Rocky Mountains and 
PEORIA 7, ILLINOIS north of the Mason-Dixon line. The 
greatest production will be in the 
hands of several large country-wide 


; companies. 
3?) BRAND Fence James R. Edmunds, Jr., president 


: of the American Association of 
sf RED TOP STEEL POSTS | Architects, takes a contrary view. 
; 4 He believes the prefab has little to 
offer the American people. 
= “The American people do not 
want to be poured into a mould,” 
he told AIA directors recently. He 
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> BAY-IITE © eee 


MASONRY WATERPROOFING 
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Also available in 50-lb. drums, List price $11.00 
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to apply 
to all 
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KAY-TITE 


waterproofing MASONRY WATERPROOFING 


MOOSE ELL EIA PIED 


KAY-TITE IS DEPENDABLE WATERPROOFING 
for brick, stucco, cinder and cement block . . 
just about any masonry surface. Just mix 
KAY-TITE with water to the thickness of paint 
and apply it with stiff fibre brush. 


HERE’S THE WAY KAY-TITE WORKS . .. It pene- 
trates into the pores, expands and hardens, 
sealing surfaces against water leakage. KAY- 
TITE is available in gleaming white and light 
grey, but the surface will take any paint per- 
fectly! Thrifty value, too, for the one gallon’ 
can covers 100 to 150 square feet. Complete 
instructions on label and in each package. 


WHERE CAN | GET KAY-TITE? Progressive hard- 
ware dealers are starting KAY-TITE Water- 
proofing Departments in their stores, so c'mon 
in... the profit’s fine! 


Clip the coupon to bring you the 
$20.88 Deal or ask your local jobber. 


—— es oe ee oe ee ee ee ee ee oe 


KAY-TITE Company, West Orange, N. J. al 
Send us the $20.88 Kay-Tite Deal 

6 cans White — 6 cans Grey. My cost 

$20.88. Total Selling Price $34.80 — 


NAME 
ADDRESS 


| 
| 
| 
| 
city __ STATE { 
| 
J 














JOBBER’S NAME 
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described the prefabs on the market 
now as “lousy” and “ideologically 
silly.” He declared that to date 
there is not one prefab that can 
compete with the conventionally- 
built house. 


BRICK OUTPUT 


November production up nine 
percent on working day basis 
PRODUCTION of brick during 
November was 454,000,000, which 
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was 73 per cent higher than in the 
Same month a year ago, according 
to preliminary figures provided by 
the U. S. Bureau of the Census, 
Roy A. Shipley, president of the 
Structural Clay Products Institute, 
announced. 

“Owing to the fact that Novem- 
ber contained fewer working days 
than October, the total output of 
brick during November was 12 per 
cent less than in the preceding 
month, but the average output per 
working day was nine per cent 
greater than in October, despite the 
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To Our Customers: Y /, 


Many thanks for 
ume of business. 
find it impossible to accept all 
us. We wish you to understand that 
we appreciate your kindness and cooperation 
these times that our production is lim- 
ue to factors beyond our control. 


our offering us such a vol- 
e sincerely regret that we 
the orders 


§ HUD YUM aA 








PARAFFINE “WAX” OIL 


A High Paraffine Content Oil 


for Oiling Flooring and Blocks 





for Protection Against Weathering and End Checking 





for Lubrication Work 
for Finishing Operations 








for Coating Concrete Forms & Pallets 





for Wood Preservation 





immediately available in any quantities 





Lower cost than ordinary neutral Paraffine Oils 


KALAMAZOO PARAFFINE COMPANY 
1809-21 Reed St., Kalamazoo 24, Michigan 


Supplied in drums and tank cars 




















reputation for best possible quality and service, 
we're now engaged in several projects of plant 
minodernization and improvement. 
double-track dry kilns are being changed over 
to the latest type—and automatic kiln stackers 
and unstackers will be added. 
the most modern handling methods, we’re get- 
ting set up to put lift trucks into operation and 
unit pile our lumber. Due to our plant improve- 
ment program, 
we'll be in position to resume normal production. 


CRAIG MOUNTAIN LUMBER CO. 


Member Western Pine Assn. 


To maintain the 
well-known Craig Mountain 


Three of our 


In keeping with 
it will be some months before 


Winchester, Idaho 

















effects of the coal strike and rail 
embargo,” Shipley said. 
“Production of structural clay 
tile was 126,000 tons in November, 
a gain of 77 per cent over the same 
month last year, and a drop of only 
2 per cent from the October peak. 
Shipments of brick from manufac- 
turing plants to construction sites 
and dealers’ yards were greater in 
November than in October.” 


MASON SPEAKS 
Seven-point program outlined 
before Massachusetts dealers 

SPEAKING before the annual 
convention of the Massachusetts 
Retail Lumber Dealers Association, 
Norman P. Mason, president of the 
National Retail Lumber Dealers 
Association, outlined a seven-point 
program for the industry as fol- 
lows: 

1. Work individually and _ col- 
lectively toward the elimination of 
the remaining government con- 
trols, demonstrating that we can 
meet the needs of the Nation in a 
free economy. This means keeping 
prices in line and getting the essen- 
tial jobs done first. 

2. Secure the cooperation of the 
financing institutions to the end 
that they make the construction of 
rental housing units more attrac- 
tive than any other form of build- 
ing. Rental housing is badly needed 
for our veterans as wel! as many 
other families. 

3. Secure the cooperation of the 
sawmills and the producers of all 
sorts of building materials so that 
materials may once again be pro- 
duced and move into our yards in 
volume. 

4. Seek the active cooperation 
of building labor. We do not seek 
low wages but builders must be as- 
sured of a stable labor cost. In turn, 
building labor must be assured of 
year-round employment. 

5. Give our cooperation and our 
leadership to improve our materials 
to advance the art of construction 
to reduce the cost to the consumer. 
This means research—we are doing 
this now. Your national association 
and The Producers’ Council are 
now cooperating in a program 
called the industry engineered 
house which plans to give real sav- 
ings in house costs through engi- 
neering their products to effective- 
ly produce certain standard house 
designs. 

6. We must offer training to our 
veterans. Opportunity must be as- 
sured young men to attract them to 
our industry. This means a well- 
planned educational program. 

7. We must tell the public about 
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MULTIPLEX 
QUICKLY - ACCURATELY - SAFELY 


The Multiplex saw outperforms all others -- due 

primarily to its exclusive center pivot track which 

is also movable backward and forward on a rigid 

overarm. Provides the greatest flexibility and 

versatility yet obtained in any radial arm saw. 
| 


yx Speeds up output and lowers costs. More miter- 
ing capacity - No idle travel of cutting head. 


%® Performs almost any wood working operation -- 
cuts -- miters -- dado miters -- bevel miters 
left hand as well as conventional right hand 
up to 90° -- circle routing -- bevel circle 


ping 
; routing -- shaping -- tenoning -- planing. 


sen- 


* Greater accuracy and precision -- sturdily de- 
signed -- accurately machined -- rear column and 
overarm raised and lowered by means of remov- 
able crank at front of the table. Column is self- 
aligning and self-locking in any position. Ball bear- 
ing mounted yoke moves with exceptional ease. The 
yoke is adjustable to maintain accurate alignment. 


% Greater safety and convenience -- All controls on 
front of machine -- no reaching over saw blade -- 
self-retracting guard affords extra protection. 


DRILL PRESS ATTACHMENT -- The Multiplex 
Model 30A and 40A are quickly and easily convert- 
ed to a high speed, ball bearing drill press with 
exclusive *Versatile Mounting. Valuable also for 
shaping and carving. Available with Multiplex drill 
press attachment are: Router and Multi-spur Bits 
Shaper Cutters -Carving Cutters - Emery Wheels 
Sanding Wheels = Wood Burrs - Rotary Planers. 


Write for full information and name of nearest dealer. 








| | RED STAR PRODUCTS. INC. 
house [i ©] 3455 VEGA AVENUE, CLEVELAND, OHIO, U. S. A. 
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Pioneer West Coast producer, 
Booth-Kelly has for nearly half a 
century been cutting choice old- 
growth Yellow Douglas Fir. 


The name, Booth-Kelly, on a piece 
of lumber is a mark of quality. 


Booth-Kelly would like to.be able 
to invite new customers to try this 
famous lumber, but demand for 
our product continues such that 
we are currently unable to add any 
new business. 


RAR 
DOUGLAS FIR 


Dimension Flooring 
Drop Siding Finish 
Mouldings Casing 








Ceiling 
Stepping 
Base, etc. 













We are headquarters for Trade-Marked 
and Grade-Marked Douglas Fir Lumber. 


Bothell 
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our industry and what it is doing. 
One of the finest public relations 
programs is one that each of you 
can put into effect. It is giving po- 
lite, helpful, informative service to 
our customers. 

Bradshaw Langmaid, Salem, of 
J. P. Langmaid and Sons, was re- 
elected president. Others elected 
were: Hubert G. Elder, Amherst, 
first vice president; Sheldon D. 
Robinson, Taunton, second vice 
president; Paul D. Thibert, Spring- 
field, third vice president; Willis F. 
Atkinson, Newburyport, secretary 
and Norman P. Mason, treasurer. 


Gi LOANS 


Veterans administration will 
pick appraiser from now on 

IN order to afford veterans all 
possible protection against over- 
priced properties in the current 
high market, Veterans Administra- 
tion announced that effective Jan. 
2, 1947 VA, and not the lender, 
will pick the appraiser to evaluate 
“reasonable value” for purposes of 
G. I. loans. 

Under the revised procedure, VA 
will designate by name the person 
to appraise each piece of property 
offered for sale to veterans under 


the guaranty loan provisions of the 
G. I. Bill. 

This contrasts with the system 
in effect for the past 15 months, 
under which *the lender was per- 


mitted to select any appraiser he : 


desired from a panel of local ap- 
praisers whose general qualifica- 
tions had been reviewed and ap- 
proved by VA. 


WYATT'S SUCCESSORS 


Reports indicate they will 
exercise powers judiciously 


ON-THE-RECORD remarks by 
the men who took over from Wilson 
Wyatt, former NHA expediter and 
administrator, indicate they intend 
to proceed slowly in exercising the 
drastic authority placed in their 
hands. 

“My belief,’ said Raymond M. 
Foley, new NHA administrator, “is 
in a co-ordinating type of overall 
agency for long-range housing ac- 
tivities, rather than one with di- 
rective powers over constituent 
units which have responsibilities 
under separate statutes.” 

Asked if he would use the author- 
ity under the housing act to force 
RFC to make a loan to the Lustron 
corporation, Frank R. Creedon, new 
expediter, said: 

“If it becomes necessary, yes, but 
I have never had occasion to use too 
much authority in my whole life.” 










































“| don't care what you say! | have a cramp." 
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BUILD WITH 
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ork with Stran-Steel. Pre-cut to 

ve framing members are assembled 

ng screws. Other building materials 

ed to the frame by means of the nailing 

ented feature of all Stran-Steel studs and 

ch grips nails as in a vise, holds them 

ently and securely. The frame goes up quickly, 
Bt the use of special tools or equipment. 


OSPECTIVE BUYERS are quick to appreciate the 
midvantages of Stran-Steel. It gives homes, apartments, 


stores and industrial buildings a greater investment 
value, since sag-, rot- and termite-proof framing means 
lower maintenance costs. 


For full details, see Sweet's File, Architectural, Sweet's 
File for Builders, or the January issue of Building 
Supply News. 


GREAT LAKES STEEL CORPORATION 


Stran-Steel Division - Penobscot Building * Detroit 26, Michigan 
UNIT OF NATIONAL STEEL CORPORATION 





SOUTHERN 


BRAND 
LUMBER PRODUCTS 


kkk 
Pre-Finished 


Hardwood Flooring 
kkk 
OAK 
BEECH, GUM and PINE 
Flooring in Standard Strip 
kk 
Wrapped Trim 
Mouldings 
Casing and Base 
in) 
ARKANSAS SOFT PINE 
AA ws OW Sir. ae do) DC @Y-N 
RED & SAP GUM 


ARKANSAS SOFT PINE 


1B tteless 


Our pine production is backed by a 
forest management program pro- 
viding a perpetual timber supply. 


kk 
HARDWOOD LUMBER 


xk*k* 


SOUTHERN LUMBER Co. 
WARREN, ARKANSAS 
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EDITORS 


To the Editors: We thought you might be interested 
in the form letter which we are sending to all of our 
customers advising of runaway lumber prices today 
and our efforts to discourage same. We would appre- 
ciate your comments and the comments of your read- 
ers.—SOL R. KAPLAN, Anchor Lumber corporation, 7 
Brooklyn. Letter follows.—the Editors. 

Dear Customer: Now that price controls 
have been lifted, we consider it our duty to 
help prevent prices from getting out of hand. 
Much attractive stock is being offered to us at 
sharply advanced prices. We would be doing 
a disservice to our customers and our economy 
if we were to buy and sell at unreasonably in- 
flated prices. We are therefore committed to a 
policy of refusing to purchase any and all 
unreasonably high priced lumber. 

If as a result of this policy, we do not ‘always 
have exactly what you want, we ask your in- 
dulgence. We will endeavor to keep a well 
rounded stock insofar as that is possible and 
will do our best always to service your re- 
quirements to the best of our ability and to 
your utmost advantage—and at prices we con- 
sider within reason. 

Many thanks for your patronage, patience 
and cooperation and the very best of good 
wishes for the holiday season. 





Lessons from a Cow 


To the Editors: Old Bossy, the cow, stood knee high 
in fine grass. She should have been contented—but 7 
she was not. : 

She was vexed because she couldn’t get her head 
through the fence to get at some grass growing on the 
other side. She wasn’t particularly hungry—just 
curious. 

After many tries, and suffering many scratches on 
her neck, she succeeded in pushing apart the strands 
of barb wire and her tongue enfolded some wisps of 
the “other side” grass. To her chagrin and sorrow the 
foliage was bitter and soon caused pain in both her 
tummies. Later, as she ruminated on the affair, she 
realized she had been a silly, stupid animal. And in 
her simple,,.bovine mind she vowed never again to get 
out of her pasture. 

What’s this got to do with the lumber business? 

‘Well, for many months articles have appeared in 
trade magazines showing the results of polls taken to 
find what the lumberman will merchandise in the post- 
war period. 

Among the many things mentioned it seems he in- 
tends to go all out in the electric appliance business 
and will handle every kind of hot wire gadget from 
refrigerators to baby bottle warmers. He also has a 
covetous gleam in his eye towards the seed and garden 
supply business, for he has it figured that even a dumb 
clerk can sell pickle seeds and right-handed hoes. Other 
lines of merchandise are being considered and the lum- 
berman thinks all will be sure-fire bonanzas. 

In the rush to add new lines not a word of warning 
has been offered as to what is happening to old lines. 
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Toward the Dorsey Way 
To Haul in Logs—and Profits! 


I. _The quicker your payloads of timber are hauled — without mishap or break- 
down — the quicker your profits pile up! Durability of construction . . . ease of 
handling . . . minimum maintenance — these are the 3 Dorsey Trailer factors 
which combine to give you long, uninterrupted service. You get these 3 strong- 
profitable factors when you me forward and use the Dorsey-built Utility Model 
C-511 Pole Trailer on your roughest, toughest logging job — on or off the highway! 





» oe Put the Dorsey Utility Logging Trailer to any test. An absolute minimum 
in underslung weight assures smoother, easier towing. The load rides on the _ s 
to prevent constant hammering on axle and tires, and extends the service-life of bo 
The fifth-wheel and front-bolster assembly lend sturdy support to the truck frame, 
facilitate turns, and keep the load steady as it goes over amy terrain. Yes, to pack 
your payload, step forward see the Dorsey Model C-511 Utility Pole Trailer — at 
your dealer or nearby Dorsey distributor — TODAY! 








A SPECIALIZED DORSEY PRODUCT 


FEATURES 


22,000 and 26,000 lb. Capacity 
Minimum. Underslung Weight 
Uses 414” Steel or 6” x 6” Wood Pole " 
Adjustable: for Load Length 
Tubular Axles 
Silico-Manganese Springs 














Heavy Bolsters 
Easy to Load... . Unloadt 
Longer Wearing! 

























DORSEY - BUILT UTILITY 
C-511 POLE TRAILER 


More Economical Service! 


MODERN 
DESIGNED 
TRANSPORTATION 


VULEAMLIUALE 


ELBA, ALABAMA, U.S.A. 





















m> SASH... ONLY AS GOOD AS ITS PUTTY @ 














































When you're glazing a 
big order, is no time to be wrestling 
putty problems. That’s why so many 
sash and door makers have turned 
to MASTER GLAZIERS Primeless 
Putty. They know our laboratory 
control assures the uniform consis- 
tency, minimum shrinkage and fast 
setting of every batch. Want proof? 
Mail the coupon... no obligation. 


“ t) [) |F AMERICA’S LARGEST EXCLUSIVE 
THE co. Ally Maker 


The Biddle Company, 612 S. Main St., St. Louis 2, Mo. 
Gentlemen: 





O Please furnish us with further information about 
Master Glaziers Primeless Putty. 


O Please send us the Introductory Offer of 100 lbs. 
at the 1,000 lb. barrel price. 

Company 

Name 


SRO HRHSEROSESECS SCHEV FC OEP SEEKS CROG ECO CRO 
REAL ROMR CASAL ALLS eee e es oa a | et 2 ee oe ee ee 2 oe a oe 


oe ao wees 6 & Ce S'S 0 604 e' Ct Et OP Oe es Oke ew Oe 6 € 
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LETTERS 





For instance: what has happened to the lumber deal- 
er’s roofing business? His insulation business? His 
storm sash business? He knows where this business 
has gone and unfortunately for him, the public also 
knows where it has gone. Mr. John Q. Citizen, and his 
wife, know that if they want a roof applied, storm sash 
installed or insulation placed in their attic there’s no 
use in wasting any time phoning or visiting the office 
of the local lumber dealer. 

No wonder old John Q. takes a dim view of the 
average lumber dealer’s handling of an inquiry for he 
has had plenty of vexatious experience in trying to find 
out what a job of work costs when he contacted the 
local dealer. All he has ever gotten was a price on 
the material or else a price built up of a combination 
of prices furnished by the dealer and a carpenter. Few, 
if any, dealers will give an out-and-out completely-in- 
stalled price on a job of work. In most cases they hide 
behind the skirt of responsibility of the carpenter. Old 
John Q. hasn’t been able to understand why the dealer 
evades responsibility and therefore has turned to the 
storm sash-insulation-roofing applicators when he 
needed work done at his house. 

Why has the lumber dealer allowed this business 
to slip away? Mostly, it is our guess, for two reasons. 
First, he doesn’t want to have anything to do with off- 
the-plant labor. Second, he doesn’t want to go into 
the contracting game for he fears the contractors of his 
community will beat his ears off if he so much as builds 
an on-the-site kids playhouse. 

These fears seem real and terrible yet he now seems 
willing to step blithely into the aggravations and head- 
aches of things he knows little, if anything, about. If 
he realized the pain in the neck that’s headed his way 
in the servicing of electric appliances he’d likely 
shove on the brakes and go into reverse. It seems 
strange that the lumber dealer will side-step the re- 
quest of the public that he give installed prices and 
guarantee of workmanship contracts on things that 
naturally belong to his business—and then turn around 
and take on lines that require these particular services. 
It just doesn’t make sense! 

That brings us back to Old Bossy, the cow. Because 
she is a dumb brute we can see some excuse for her 
reaching over the fence when she had better forage 
where she stood. But we see little justification in a 
lumber dealer pushing his head through the wires by 
adding on additional lines when he is failing miserably 
to make the best of the opportunities that lie within 
his reach. The public wants one-stop, lumber-dealer- 
contract service and it is time the retail lumber indus- 
try realized this fact—J AY VINSON. 


Another Woman Dealer 

To the Editors: In your issue of November 9, 1946, 
under the heading Names in the News you refer to 
women entering the lumber field, and state that a lum- 
ber yard in Oklahoma City has been taken over by 
three women whose names are mentioned in this news 
item. 

Not to be outdone, California cites this event: 

Miss Stacia M. Hart of Beverly Hills, Calif., has 
acquired and is actively managing a retail lumber 
yard at Redondo Beach, Calif. Miss Hart gave up 
income tax practice to enter the lumber field, in which 
she had had previous experience-_-REDONDO LUM- 
BER COMPANY, Redondo, Calif. 
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DOWICIDES curb losses of paper 





In paper manufacturing—and in other industries where micro- 
organisms damage materials and decrease output— Dowicides 
turn losses into profits. —, 

In paper mills, slime flourishes. And slime damage is expensive. 
Slime causes machine “breaks,” defective paper due to spots 
and holes, and excessive wash-up time. 


Conditions fostering slime growth vary. So do organisms 
causing slime—algae, fungi and bacteria. Control calls for 
careful analysis of slime types and application of proper 
killing agents. 

Because of their broad effectiveness, Dowicides are widely 
used in slime control. They cut losses, too, by prolonging wet 
felt life, preserving adhesives and preventing mildew on la 
stock. And they make paper, boxboard and fiber board oe 


resistant. 


In paint, textiles, lumber, leather—wherever mold, termites or 
bacteria attack—ask Dow to select a Dowicide for your 
specific use. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


New York e Boston e Philadelphia e Washington e Cleveland e Detroit 
Chicago e St. Louis e Houston e San Francisco e Los Angeles e Seattle 
Dow Chemical of Canada, Limited, Toronto, Ontario 


January, 1947 








CHEMICAL COMMENTS 









An Effective Thickener 
for Improved Dye Printing 


Methocel, Dow cellulose derivative, has 
demonstrated unusual possibilities as a 
dispersing, thickening, and binding agent. 
One of its important applications is in 
textile printing. As a thickener for fast 
color salts and diazotized bases for printing 
on naphthol prepared grounds, it yields 
prints of exceptional brightness, smooth- 
ness, and sharpness of mark with greater 
penetration and efficiency of dyestuff. 
Methocel can be used in dyes either for 
machine or screen printing. 


Coating Fabrics for 
Chemical Resistance 


Saran F-122 Latex, a new Dow material 
for the textile industry, is used as a coating, 
sizing, impregnating and laminating agent 
in the treatment of fabrics. Coated with 
Saran Latex, fabrics are particularly well 
suited for industrial use where chemical 
resistance and durability are important. 
They can be made resistant to water, oils, 
greases, gasoline, acids and alkalies in the 
making of conveyor belting, tarpaulins and 
other products. Yarn and thread can also 
be sized with Saran Latex, making them 
waterproof and resistant to picking and 
linting. 


Flexible Heat 
for Paint Processing 


88 POUNDS 700°F 
PRESSURE 


Ss 


Flexible heating sys- 

tems are a necessity 
| to many paint and 

varnish firms, where 
high-temperature 
processing require- 
ments vary widely. 
In one Midwest var- 
nish plant, where 
processing temperature requirements vary 
from simple heating to complex sequences 
of heating and cooling, Dowtherm, the 
high-temperature, low-pressure heat trans- 
fer medium, has been installed. With this 
indirect heating system temperatures can 
be adjusted easily for every specific job. 
The company uses a 3,000,000 btu/hr. 
Dowtherm vaporizer for heating and an 
independent liquid-phase Dowtherm cycle 
for cooling. Simple controls permit the 
two cycles to be coordinated for a variety 
of temperature combinations. 
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KD furniture dimension stock worked to 
pattern and cut to length. We have a 
large and growing demand for this mate- 
rial and can handle large quantities of it. 
Write or wire us what you have to offer 


a Phone 8115 





@ WINSTON: SALEM 


NORTH CAROLINA 



























We specialize particularly in special worked furniture and industrial TO OUR CUSTOMERS 
: : We are extremely grateful to the 
cut stock, cut-to-length cleats and crating and in plywood. many customers who have availed 
rea ; : themselves of our service. We want 
_ Also, we handle a large amount of commission business in regular re eee eae s Ww 
items in Southern Pine, Western Pine, Spruce and Douglas Fir, including appreciated. We have been doing D of ws 
Douglas Fir Plywood. semaines taeulee' 00 pucane-and .” \ 
will continue to do so. However, k , 
We need additional connections with Pecan Floor- 0 et ab ok ee on — as TI 
ing producers. Can use several cars immediately. og hh ee oo ll 
; : : ; being we are unable to add any Tl 
Mills that are looking ahead and are interested in effective, permanent ree ee ee a nee : 
representation in our territory should contact us at once. when we shall hope to serve you. ° w 
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PATENT INSERTED TOOTH GROOVER FIRTHITE TIPPED SAW FIRTHITE TIPPED SAW E 
Firthite Tipped Inserts Inserted Type, for Wood Solid Type, for Wood — 
tim 
LONG-LIVED SAWS FOR LONG-RUN ECONOMY ra 
eo ; sist 
Firthite Tipped Saws made by Huther Bros. Saw Mfg. — Teak, Fire-proof Lumber, Plywood, Linoleum, etc. 192 
Co. are made to stand-hard service and are, there- | Huther Bros. have long taken special pride in the’ ahe 
fore, long-lived Saws insuring long-run economy to the — quality of their manufacture, and the service and yea 
user. These saws are used for cutting hard Masonite, _ satisfaction all Huther Bros. saws give the customer. I 
rea 
Write for Huther Bros. Catalog No. 60 
HUTHER BROS. SAW MFG. CO., Rochester, New York 
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1947 — THE TRANSITION YEAR! 


When markets are free economic history has a way 


) of repeating itself. 







As we enter 1947, therefore, it is a good time to 
take a backward as well as a forward look. 

This generation has experienced shock after shock 
and crisis after crisis. 

These crises include two World wars, two complete 
stoppages of home building, and two periods of wild 
inflation, accentuated by black markets in which 
lumber and certain other building materials reached 
astronomical heights. During this period there was 
also a minor recession and a great depression—a de- 
pression so severe that there was a time when certain 
items of lumber could be bought for the under- 
weights, and we built as few as 65,000 houses in an 
entire year! 

In spite of these difficulties our dealers have col- 
lectively emerged from 1946 with one of the best 
profit years in history, with the strongest cash posi- 
tion ever experienced, and with the all-time-peak 
investment in plants and facilities to serve the con- 
sumer. 

Today, looking forward to 1947, we are encouraged 
by the trend away from governmental controls of 
the industry and of the economy. It is greatly to be 
hoped that this trend will continue—but the forces 
seeking socialization are not whipped. They have 
had but a temporary setback. 

While planning to do a good job for the consumer 
and the public, our industry should resist with all its 
power any restoration of hampering government con- 
trols, and should foster in every way the removal of 
any continuing restrictive controls. 

Assuming a free market, there are still plenty of 
headaches ahead and the going will be by no means 
easy. 

The underlying factor is, of course, the terrific 
demand for housing and construction of all kinds— 
far beyond the capacity of the industry to satisfy in 
one or two years. 

But demand must be translated into purchases to 
he effective. Only effective demand is realistic. 

This underlying demand, of couse, means a con- 
(inuous upward pressure on selling prices until they 
reach proportions to encounter serious buyers’ re- 
sistance. The probabilities are that the history of 
1920 and 1921 may repeat itself and that happenings 
ahead in our industry may closely parallel those 
years, 

Early in 1920 the selling price of new homes 
reached figures which choked off buying temporarily. 
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By spring of that year because of the lessening ef- 
fective demand, prices had already started to tumble, 
and by autumn of 1920 we had entered a recession 
which lasted through 1921. But we actually built and 
delivered twice as many new homes to the consumer 
in 1921, a recession year, as we did in 1920! 

Today certain conclusions seem inescapable. 


1, That 1947 will be a transition year between 
the inflated sellers’ market of recent history and the 
coming buyers’ market. 


2. That a coming buyers’ market means that we 
have to get ready to SELL again. 


3. That we have to again recognize the consumer 
as the real boss of our business and begin to listen 
carefully to his directives once more. 


4, That we have to get every ounce of production 
out of every factor in the construction industry. 


5. That we must reduce cost by seeking out and 
eliminating every possible operating waste. 


This transition year of 1947 then is a planning, or- 
ganizing, bridge-building, and belt-tightening year. 

It is a year to build a merchandising bridge from 
the sellers’ market of yesterday to the buyer’s market 
of tomorrow—a bridge that will restore creative sell- 
ing—that will train our point-of-sales personnel to 
do an effective job of selling and servicing the cus- 
tomer. ; 

It will be the purpose of the American Lumberman 
& Building Products Merchandiser to assist our mer- 
chants by implementing that job in every way we can. 

In this current issue we are starting a refresher 
course designed for two factors: a. The men and 
women who wait upon and sell the consumer in the 
stores of our dealers, and b. The management people 
who direct the activities of point-of-sale merchandis- 
ing. 

Throughout 1947, the transition year, we pledge to 
continue to “hew to that line.” 


EDITOR 












MAIN office of South Bend Lumber company. A contemplated remodeling job will enlarge the building and add a sizable display room. 





OPPORTUNITY UNLIMITED! 


That’s how Joe Donahue describes the merchandising possibilities in 


the retail lumber and building products field; because it concerns 
the home, the potential is greater than in any other industry . . 


F YOU WERE searching for the 
ingredients of J. F. Donahue’s 
success in the merchandising field 
you might find your first clue on 
the small sign in his office. In bold 
capital letters, that sign bears the 
one word, THINK. And certainly 
thought—deep, analytical thought— 
has contributed to that success. 

The next clue might be more 
elusive, but you’ll find it if you 
catch the busy Mr. Donahue when 
he has time to talk. It might come 
in the bullet-like, uncompromising 
statement, “I don’t like tradition.” 
Or it might be phrased more 
elaborately. Regardless of how it 
is phrased-—whether you call it 
iconoclasm or just unfettered com- 
mon sense—you’ll recognize it as 
the courage to break with the past 
when thought has revealed a better 
way of getting things done. 

When he tells you that “This 
business offers greater merchandis- 
ing opportunities than any other 
because it deals with the home,” 
you might decide that vision is the 
most important ingredient in Joe 
Donahue’s success formula. You 
wouldn’t be far wrong; without a 


30 


doubt, vision and the enthusiasm it 
breeds have been vital motivating 
factors. 

Whether or not you found a 
clear-cut, easily-defined formula to 
explain its existence, you would 
have to admit that merchandising 
success is there. For his South 
Bend Lumber company is doing a 
retail sales volume of more than a 
million dollars a year. 

The South Bend Lumber com- 
pany, South Bend, Ind., was 
founded in 1915. One of the origi- 
nal founders is J. I. Pavey, present 
vice president. Donahue acquired 
an interest in the company and be- 
came president in 1930. He and 
Mr. Pavey, as active co-owners, 
have been associated ever since. 
They operate one other retail yard 
—the River Park Lumber company, 
River Park, Ind. 

They operate the Great Lakes 
Distributing company, a wholesale 
firm with warehouses at South 
Bend, Fort Wayne and Logansport. 
They also own the Cumberland 
Lumber company, with concentra- 
tion yard, planing mill and sawmills 
at Crossville, Tenn., and Pre-Fab 
Industries at Bremen, Ind. All of 





these are entirely separate, inde- 
pendently-operated concerns. 


several million dollars a year. 

A study of the million-a-year re- 
tail business done at the South 
Bend and River Park yards reveals 


many methods by which Donahue | 


and Pavey have built that success- 
ful enterprise. Effective advertis- 
ing, consumer merchandising and 
good personnel relations stand out 
most clearly. Whether or not it 
is possible to weave these examples 
into a precise formula, many of 
them emerge individually as worthy 
of adoption by other dealers. © 
HOME MODERNIZING 

IN 1930 Mr. Donahue opened a 
downstown store which he called 
the Home Modernizing company. 
To build traffic and attract inter- 
ested prospects the store displayed 
paint, hardware, cabinets, wallpaper 
and related items. Complete con- 
sumer service in planning and fi- 
nancing was offered. Remodeling 
and modernizing jobs were sold as 
complete consumer packages. 
was a most important and profitable 
phase of the business, and experi- 
menting with the downtown loca- 
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J. I. PAVEY, vice president of South Bend 

Lumber company. He carries a large part of 

the responsibilities and has done an out- 

standing job of locating and buying critical 
materials. 


tion was a forward step in consumer 
merchandising. Donahue learned, 
however, that this home improve- 
ment business could be handled just 





This article is the first of a 
series named “Master Mer- 
chants of the Light Construc- 
tion Industry.” For an indefinite 
period ahead, we will publish in 
each issue a front cover photo- 
graph of an individual or a part- 
nership which’ represents a 
“Master” merchandising institu- 
tion in the light construction 
field. The primary purpose is 
educational in a belief that to 
publicize the detailed activities 
of the exceptionally good mer- 
chants in the industry will be 
both helpful and _ inspirational 
to the other merchants. 

Anyone can put a company 
name into nomination as a Mas- 
ter Merchant. We have had 
nominations from dealers, asso- 
ciation people, and manufac- 
turers. The criterion for selec- 
tion is that the company must 
have demonstrated over a period 
of years exceptional ability 
along merchandising lines, and 
a thorough and _ conscientious 
service to the community and 
ultimate consumer. 

Neither size of company nor 
volume of business will have 
important weight in the deci- 
sion, as a small company doing 
| an exceptional job in a small 
town is as much entitled to the 
designation “Master Merchant” 
as a large company doing a sim- 
ilar job in a metropolitan mar- 
ket. 

We welcome suggestions from 
our readership with regard to 
this series. 





THE EDITORS 
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J. F. DONAHUE, president of South Bend 
Lumber company is a Master Merchant of the 
Light Construction industry. He gives his 
employees full credit for the company’s ac- 
complishments in merchandising. 


as well from the main yard if bet- 
ter advertising was used to stimu- 
late interest in it. So the down- 
town location was sold in 1936 and 
this phase of the business is now 
handled from the yard. It is still 
important and profitable—and the 
consumer can still buy the complete 
package with the assurance that the 
South Bend Lumber company will 
stand behind the job. 


This Master Merchant has fol- 
lowed the small home market be- 
cause in his own words, “nothing 
lends itself so well to merchandis- 
ing as selling a home.” That course 
presents tremendous opportunities 
but also imposes the obligation of 
conscientious consumer service— 
service which must be expressed in 
terms of direct help in planning, 
designing and financing. 

South Bend Lumber company has 
a qualified credit. department and 
offers financing help direct to the 
customer rather than turning him 
over to a bank. The paper is al- 
ways sold to banks and the lumber 
company receives one percent com- 
mission in addition to the benefits 
of controlling the sale. In one year 
these commissions alone totaled 
$8,000. 

Offering the customer a wide 
selection of building materials in 
another vital phase of complete 
service, and Joe Donahue does that. 
But he is realistic enough to sim- 
plify his inventory to speed turn- 
over. “Space should be alloted to 
merchandise according to its value,” 
he says, “in much the same way 
that a department store would do 
it. Many dealers have gone broke 
because they didn’t see this prob- 
lem clearly.” 

Advertising is the vehicle by 
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which a consumer selling organiza- 
tion conveys its message to the pub- 
lic and creates desire for the prod- 
ucts and services it has to offer. 
Donahue’s advertising budget has 
varied from one-half of one to three 
percent of gross sales. He admits 
more thought will be required be- 
fore he has the ultimate answer but 
is inclined to believe a consistent 
two percent would be better. 


He publishes a house organ and 
uses newspapers, billboards, and en- 
velope stuffers. He has experi- 
mented, rather infrequently, with 
radio time. Media are selected on 
the basis of results and newspaper 
space has proven to be most effec- 
tive by far. 

This effectiveness probably stems 
from the type of advertising copy 
used. Although institutional copy 
appears occasionally, Donahue dis- 
covered long ago that actual prod- 
ucts, services and prices appeal far 
more to the public. Consequently 
his advertising really pulls because 
it usually features product, price 
and consumer benefits. 


Donahue admits a deficiency in 
his present set-up. Although mer- 
chandise is displayed in an actual 
sales room at the River Park yard, 
such displays have been crowded 
out of the main building at South 
Bend. There are plans for expan- 
sion and remodeling of the struc- 
ture as soon as conditions permit. 
Salesroom and display facilities will 
be added and, by making selection 
of merchandise easier, are apt to 
result in an increased percentage of 
sales direct to consumers. 





RIVER Park Lumber company is the second retail yard operated by 


METER HOMES 


ONE of Donahue’s smartest mer- 
chandising ideas has not yet been 
used. It is copyrighted for his pro- 
tection until market conditions are 
right to launch it. He has planned 
a small but well-designed and con- 
structed house. It will be a one- 
story basementless house consisting 
of living room, bedroom, kitchen, 
utility room and bath (with shower 
and no tub). It will be built to sell 
for $3000 and offered to the con- 
sumer for 50 cents a day. By ar- 
rangement with the power com- 
pany, a coin meter in the house will 
be connected to the electrical cir- 
cuit. Working on a 24-hour cycle, 
the meter will shut off the current 
at the end of that time until an- 
other half dollar is deposited. If 
the family goes away on vacation 


ARCHITECT'S drawing of pre-fab factory now nearing completion at Bremen, Ind. 











Donahue and Pavey. 


the meter automatically runs back- 
ward and registers in red figures 
how much is owed when they re- 
turn. 

This bids fair to be the ultimate 
in simplified . installment selling. 
Half a dollar a day in the meter for 
6000 days (approximately 17 years) 
and the house belongs to the occu- 
pant. In the meantime he has paid 
less per month than even low rent 
would cost him. 


PERSONNEL RELATIONS 

AN INDICATION of harmony 
within the company and unusually 
good relations with its personnel 
can be found in the advisory com- 
mittee inaugurated by Donahue. 
Composed entirely of employees, 
this advisory committee actually 
fulfills an important function in the 
company. The committee is made up 
of the retail yard manager, who 
serves as chairman, and one each 
from the sales force, general office 
and credit departments. In addi- 
tion there are two employees each 
from the yard, woodworking shop 
and drivers. 

The group meets one night a 
month for dinner and a two-hour 
discussion. Just as a bank director 
would be, each employee on the com- 


mittee is paid for his time at the | 


end of each session. 

Labor relations are discussed 
openly at these sessions. Employees 
like to be represented by the com- 
mittee and to serve on it. This activ- 
ity has repaid the company’s invest- 
ment in it by developing a number 
of really worthwhile ideas. 


SALES TRAINING 
DONAHUE recognizes the fun- 
damental importance of a _ well- 
trained, hard-hitting sales organ- 
ization. He reads The Go-Getter by 
Peter B. Kyne once a year and 
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DELIVERY trucks roll away from Pre-Fab industries’ assembly line 
with finished panels and parts. 


makes it must reading for all of 
his salesmen. 

His first efforts at training sales- 
men employed the colt and horse 
idea which teamed a neophyte with 
an experienced man for a certain 
period. “That didn’t answer the 
problem at all,” says Donahue, 
“and I realize now the need for job 
evaluation and analysis, with spe- 
cific training programs based upon 
the analysis.” 

For that reason he employed 
J. G. Smuts, a former teacher- 
trainer in the extension department 
of Indiana university. With a rich 
background in job analysis and per- 
sonnel training, Smuts had previ- 
ously conducted an ambitious re- 
search program to analyze the work 
of a building products salesman. 
This work, done under the sponsor- 
ship of the Indiana Lumber and 
Builders Supply association, had 
acquainted him with the industry. 
(See August 31, 1946 issue of 
AMERICAN LUMBERMAN for his 
complete job analysis or write to 
this publication for prices of re- 
prints.) 

Although Smuts is primarily oc- 
cupied at present with the manage- 
ment of Pre-Fab industries, he is 
projecting a complete system of job 
analysis and sales training for fu- 
ture use of the South Bend Lum- 
ber company. 


PRE-FAB INDUSTRIES 


DONAHUE’S venture into pre- 
fabrication is an interesting story 
and marks a milestone in his career. 
Early in World War II he searched 
for an activity to meet three re- 
quirements: 1. advance the govern- 
ment’s war program; 2. hold his or- 
xanization together; 3. continue as 
a good business after the war. 

After considerable study and sev- 
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eral trips to Washington he decided 
to make prefab farm buildings dur- 
ing the war and convert the opera- 
tion to house prefabrication later. 

So Pre-Fab industries was organ- 
ized and its output of farm build- 
ings was first offered for exclusive 
distribution through lumber deal- 
ers. Not enough business was se- 
cured to keep the plant going until 
hatcherymen and other dealers 
were allowed to handle the line. 
That the plan finally clicked is at- 
tested to by the fact that one of 
their dealers alone sold more than 
$150,000 worth of the structures in 
a single year. 

At present a new factory for the 
pre-fab operation nears completion 
in Bremen, Ind., and a line of homes 
will soon be in full-scale production. 


ONE of the exteriors of the Colony Homes without the breezeway and garage. 


Donahue retained three engineers 
for nearly a year and spent thou- 
sands of dollars to develop the de- 
sign for the house. Pictures of it 
appear of these pages. 


CIVIC ACTIVITIES 


JOE Donahue finds time in a 
busy life to be an accomplished 
horseman. He owns his horse and 
stables it at the country place of a 
friend. He belongs to the South 
Bend Country club and the Indiana 
club. 


He is active in the Chamber of 
Commerce and the Community 
Chest drives. He and Pavey (who 
has served two different terms as 
Mayor of South Bend to achieve 
distinction as the only man re- 
elected to the job for the past 100 
years) constitute a veterans public 
relations team for the South Bend 
Lumber company. 


Like many capable men, Donahue 
is slow to offer advice. If pressed 
for it by an incipient building prod- 
ucts merchant, he might draw upon 
the accumulated dividends of his 
experience and proffer three sug- 
gestions: 


“1. Survey your town and anal- 
yze the local market. 


“2. Start with a small, compact 
vard but be sure from the start that 
there is room for expansion. 

“3. Realize you are going into a 
business that concerns the home— 
and therefore offers greater mer- 
chandising opportunities than any 
other.” 


The house 


can also have the garage extending back from the kitchen. 


Mi 











ELECTING PROFITABLE 

merchandise to sell is an old 
problem with new aspects. For sev- 
eral years lumber—which had for- 
merly been the backbone of the 
building products merchant’s busi- 
ness—has been so scarce that it 
has accounted for as little as 20 
percent of total sales volume in 
many yards. War created other 
scarcities too, and supply of many 
building materials fell short of de- 
mand. 

The desire to maintain volume 
and keep their businesses alive 
forced many dealers to search for 
new markets and new types of mer- 
chandise to serve those markets. 
During this period a wide variety 
of counter merchandise and other 
items not formerly identified with 
the retail lumber business appeared 
in yards all over the Nation. 

Although 1947 bids fair to be 
the transition year in which nor- 
mal balance between supply and de- 
mand will be re-established, deal- 
ers still face current problems aris- 
ing from shortages. It might be 
well, therefore, for the merchant to 
approach selection of merchandise 
by asking himself two questions: 

1. What do I have to sell? In 
other words what merchandise is 
actually on the shelves, in the bins, 
sheds and warehouses at the pres- 
ent time? 


2. What do I have to sell to, sat- 
isfy customers? Have is used here 
in an imperative sense to mean 
what the dealer must sell to serve 
his community adequately. The an- 
swer to this question should be a 
specific list of products, services 
and packages which the dealer 
would have to add to his present 
lines in order to satisfy consumers 
and build business volume over the 
years. 

The dealer who is unsatisfied 
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Selecting Profitable 











with an objective approach to the 
second question might well let his 
customers answer it for him. A 
want book can be kept in the sales 
room and customers invited to 
write in it things they want to 
buy from the yard. Small prizes 
might be offered for those who 
write in things which the yard 
should carry and does not. 


THE PROFIT GOAL 

WHENEVER a merchant ap- 
praises his current selection of mer- 
chandise and considers the addition 
of new lines he is motivated by the 
desire for increased profits. It is 
a normal, healthy desire which has 
been responsible for most of the 
progress in American economic and 
social life, but it can lead the mer- 
chant to either ruin or success, de- 
pending on the policies he formu- 
lates. There is a growing aware- 
ness among lumber dealers today 
that the surest way to reach their 
profit goal is to serve the customer 
better by offering him a greater 
variety of products and services 
combined with construction labor 
into packages of consumer service. 

The ultimate justification of the 
existence of any business is its 
service to the consuming public. 
That service might be direct (as 
in the case of a druggist) or it 
might be indirect (as in the case 
of a machine tool manufacturer) 
but in the final analysis all busi- 
nesses serve the public one way or 
another. The retail lumber and 
building products business is no 
exception, and its service to the 
consumer must be very direct and 
tangible indeed if the dealer is to 
make the most of his opportuni- 
ties. 

DEFINING THE MARKET 

IN expanding or selecting new 
lines of profitable merchandise the 
merchant must first formulate his 


basic policy. If he decides, as more 
dealers are doing all the time, that 
adequate consumer service is to be 
his yardstick, he is ready to tackle 
the three remaining steps: (1) 
analyze and understand all divisions 
of his market; (2) determine which 
divisions of the market offer the 
best opportunities in his commu- 
nity, and (3) obtain and make 
available to consumers the products 


and services needed to cover these 


divisions of the market. 


The light construction field con- § 


stitutes the primary market for 
lumber and _ building products re- 
tailers and divides roughly into 
four major sections: (1) new home 
building; (2) structural improve- 
ments; (3) farm ‘building; (4) 
miscellaneous items. 

To serve adequately all four sec- 
tions and profit accordingly the 
dealer would have ten major divi- 
sions in his business to conform to 
the ten divisions of the light con- 
struction field as shown in the chart 
on pages 38-39. 
that readers study this chart care- 
fully as it gives a complete picture 
of the industry from the forests 
and mines to the ultimate consumer. 
It places particular emphasis on 
the key position of the dealer and 
shows not only the ten divisions of 
the dealer’s market but also the 
main types of competitors who will 
vie with him for parts of that mar- 
ket. 

Space limitations make it impos- 
sible to repeat in the text what is 
shown in that chart, and the chart 
must be studied for full under- 
standing of the subject. 

Many dealers are located in com- 
munities where all divisions’ of the 
market are active. Others will 
eliminate one or two and concen- 
trate on the remainder. Approach 
to the problem depends largely on 


January 4, 1947, AMERICAN LUMBERMAN & 





It is suggested f 






a2reoo 


oo 







lel Merchandise 


$s more 
e, that 
; to be 
tackle 


(1) § 
visions J 


which 
er the 
ommu- 
make 
‘oducts 


- these 2 


id con- 4 


et for 
ets re- 


y into] 


y home 


prove- 


3. &) 


ur sec- 
ly the 
r divi- 
orm to 


it con- : 
e chart § 
rgested § 


t care- 
picture 
forests 
sumer. 
sis on 
er and 
ions of 
so the 
ho will 
it mar- 


impos- 
vhat is 
e chart 
under- 


in com- 
‘of the 
-s will 
concen- 
yproach 
ely on 


MAN 








The trend from the old-time yard to the modern 














IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








department store of building complicates the 
dealer’s problem but widens his opportunities. 


local conditions, but insofar as it 
is practical it will pay a dealer to 
serve all market divisions ade- 
quately. 

To do so he will have to provide 
designing, financing and construc- 
tion service—either through his 
own organization or by cooperation 
with other factors in the local build- 
ing industry. 

He will also have to provide an 
adequate inventory of products, 
materials and equipment. This is 
his answer to the selection of prof- 
itable merchandise. The most suc- 
cessful merchants don’t sell just the 
shell of the house—they also sell 
the things that go into it to make 
the house a home. In that way 
they build sales higher, wider and 
thicker. 

PREPARING A LIST 

A LIST of merchandise is offered 
with this article for the dealer’s 
guidance. No claim is made that 
the list is complete, but it does in- 
clude—under a number of logical 
classifications—sufficient products 
to give the merchant an idea of 
the variety needed to serve ade- 
quately all ten divisions of the mar- 
ket. More complete lists will be 
published in later issues. 

It is in working with these tools 
and suggested lists, but tackling the 
problem from his own individual 
viewpoint, that the dealer can pre- 
pare a list of profitable merchandise 
suitable to his particular business 
operation. 

He would be wise, during this 
stage of his planning, to keep some 
of the following points in mind. 

WHAT CONSUMERS BUY 

PEOPLE do not buy building 
materials simply because they are 
building materials. They do not 
buy houses simply because they are 
houses. What; a man does buy is 
shelter for himself and his family. 


He buys it because it represents 
health, comfort and convenience. 

When a farmer buys a barn he 
is really buying shelter and pro- 
tection for his livestock and crops. 

This principle is fundamental to 
all buying and must be understood 
by the merchant starting an intel- 
ligent approach to the problem of 
selecting profitable merchandise. 
No merchandise is profitable if it 
is not sold so it is imperative to 
understand what makes people buy. 

A specific application of this gen- 
eral principle to the light construc- 
tion industry reveals that consum- 
ers want six things: 

1. A complete service unit in a 
ready-to-use form. 

2. Correct design, quality mate- 
rials and sound construction. 

3. Localized responsibility for the 
quality of the job. 

4. A pre-determined price for the 
finished package. 

5. Selling effort through one 
salesman on a complete package 


_and service basis. 


6. A financing plan which enables 
them to pay for the package out 
of income. 


A PURCHASING AGENT 

THE dealer who regards himself 
as a purchasing agent for his com- 
munity is on the right track. This 
approach forces him to study his 
local market carefully, to know the 
different classifications of consum- 
ers it contains and to appraise their 
light construction needs with con- 
siderable accuracy. 

The most successful dealers in 
this industry actually do regard 
themselves as purchasing agents 
for the public and have built their 
businesses on the conception of con- 
sumer service. This does not mean 
that they have all come up with the 
same answer. Just as their com- 
munities and local markets vary, 
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so will their business techniques 
and lines of merchandise vary. 


RAPID TURNOVER 

MERCHANDISE that doesn’t 
move rapidly from the dealer’s 
shelves into consumption is seldom 
profitable. Frequently, slow turn- 
over can be traced to ineffective ad- 
vertising, display and salesmanship 
—but it can also be a manifesta- 
tion of incorrect buying and. stock- 
ing of merchandise. 

Merchandise that people want to 
buy, as proven by their consistent 
purchasing habits, is apt to be prof- 
itable. Products of sizes, colors 
and types which have limited appli- 
cation and appeal only to small mi- 
norities are apt to be unprofitable 
regardless of how high a margin 
they carry. 

Inventory should be streamlined 
as much as possible consistent with 
good service to consumers. Items 
with least turnover should carry 
the highest gross, and items which 
carry a low gross should have maxi- 
mum turnover. 

Successful merchants study the 
sales records with an eye to the 
elimination from stocks of slow- 
moving and unprofitable items. 


NEW PRODUCTS 

AN ORIENTAL seer, when 
commanded by his monarch to fur- 
nish a saying appropriate for any 
occasion, countered with, “This, 
too, will pass.” Change is the only 
sure thing in the world, and the 
only thing certain about the future 
is that it will be different than the 
present. Realizing this, smart 
merchants keep up with new devel- 
opments and search constantly for 
fresh products with consumer ap- 
peal which can be added to their 
lines. 

This sometimes entails risk but 
it frequently brings great rewards. 
John Wannamaker once said, “You 
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20 OBJECTIVES IN SELECTING PROFITABLE MERCHANDISE 


1. Realize that the basic rule of profitable retailing is to give the con- 
sumer what he wants. In the building field this means package-service 
as well as materials and equipment. 


2. Determine to stock ultimately the types of merchandise which will 
enable you to serve the consumer adequately in all ten divisions of the 





look the bread and butter items. 


petitive lines offered to you. 


merchandise. 


help sell related products. 


the people in your territory. 


understock. 
versa. 


read about, hear about and see. 





light construction market as shown in chart on pages 38-39. 


3. Employ your capital and credit to best advantage by purchasing in 
carload quantities whenever it is economic to do so. 


4. Take advantage of the line of least resistance by selling all items 
directly related to your staple merchandise. (Related items with lum- 
ber, for example, are paint, nails, tools and builders’ hardware.) 


5. Stock and feature the big profit items in the industry but don’t over- 


6. Remember that you increase profits when you convert a commodity 
into a specialty by means of package merchandising. 


7. Compare franchise benefits behind the products when weighing com- 
8. Feature, whenever practicable, nationally known brands of quality 


9. Maintain inventory at not more than 70 percent of net working capital. 


10. Consider all merchandise from the standpoint of what it will con- 
tribute to gross margins and sales volume and consider its ability to 


11. Maintain a definite relationship between consumer traffic and profit 
potentials in impulse and counter merchandise. 


12 Make sure that merchandise with slowest turnover carries the high- 
est mark-up—and that items with low margins have rapid turnover. 


13. Carry merchandise that is fitted to the needs, tastes and incomes of 


14. Study sales records and individual product turnover. 
knowledge thus gained by eliminating slow-moving and unprofitable items 
from stock—by spotlighting and pushing the most profitable items. 


15. In selecting merchandise consider the value of sales helps and other 
assistance offered by competitive manufacturers. 


16.Do not carry too few or too many price lines. Don’t overstock or 
17. When buying indexes are high increase turnover objectives and vice-- 
18. Be constantly alert to profit potentialities in new products which you 
19. Do not neglect your basic lines in preference to new products. 


20. Do not let competition take away your market for standard lines or 
new items in demand by failing to merchandise them correctly yourself. 


Apply the 








can’t ride on the tidal wave that 
came in and went out yesterday.” 
Neither can a dealer profit from 
new products if he lets other mer- 
chants pioneer them in his commu- 
nity and saturate the local market. 

It would be foolhardy, of course, 
to plunge recklessly into anything 
—or to forsake the tried and tested 
for some unproved new gadget. But 
it is sensible to appraise honestly 
all new products and give those 
which seem worthwhile a chance by 
trying them on the local consumer 
market. 

COMPETITION 

THE character and scope of local 
competition sometimes influence a 
building products merchant in se- 
lecting the merchandise he will sell. 
Unusually tough competition might 
prevent his adding a line even 
though he is the most logical outlet 
because of its relation to his other 
products. Sometimes he will add 
a seemingly inappropriate line be- 
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cause no other merchant in his 
town is doing a real merchandising 
job with it, and the unexploited 
field entices him. 

In the lumber and building prod- 
ucts field there is frequently ob- 
served a fundamental difference be- 
tween big city and small town deal- 
ers in their relations with and at- 
titude toward merchants in other 
fields. 

The metropolitan merchant usu- 
ally ignores competition and lets 
other considerations guide him in 
selecting his merchandise. The 
small town merchant sometimes 
shies away from golden merchan- 
dising opportunities by refusing to 
stock products which are already on 
the shelves of friendly hardware, 
housewares, farm equipment or 
other dealers. 

It is only fair to admit that this 
is sometimes a perplexing situation 
to the rural merchant, and no one 
can condemn him for his solution 


of what is essentially a personal 
problem in human relationships. 

This difference in attitude is 
gradually disappearing as more and 
more small town dealers diversify 
their lines. For the benefit of 
those still undecided it might be 
pointed out that competition is not 
unfair if prices and selling meth- 
ods: are fair. It should also be re- 
membered that the real justification 
of any firm’s existence is its serv- 
ice to consumers—and the com- 
plete building products department 
store with diversified lines and 
services can offer better service and 
easier shopping to the consumer, 
whether he be farmer or urban 
dweller. 


SWINGING INTO ACTION 


ALL of the approaches to the 
problem of selecting profitable mer- 
chandise add up to one inescapable 
conclusion: i. e., the merchant who 
is determined to exploit all divi- 
sions of his market and sell all 
types of items which logically relate 
to that market is eventually going 
to operate what can best be de- 
scribed as a complete “department 
store of building.” 

When he starts with the policy 
of adequate consumer service in all 
ten divisions of his light construc- 
tion markets, every move he makes 
will put him closer to that final goal 
which represents the most profit- 
able type of retail lumber and 
building products business. 

It might be reassuring for the 
dealer to know that he will be trod- 
ding no unblazed trail. Many de- 
partment stores of building do exist 
and they are becoming more nu- 
merous every year. Generally speak- 
ing, they represent the most suc- 
cessful and profitable dealerships in 
the country. 

Obviously it is a goal which can- 
not be reached overnight. The 
dealer must build to it gradually 
and economically by means of a 
carefully conceived, long-rang.e 
plan. Step by step he will add to 
his business any of the ten divi- 
sions it now lacks, gradually diver- 
sifying his lines. 

When he has brought all ten di- 
visions shown on the chart within 
his orbit of operations—and has 
lined up the merchandise and serv- 
ices needed to handle these divi- 
sions—he will find that he has ar- 
rived at the best available answer 
to the question: “What can I sell 
most profitably?” 


NEXT ARTICLE IN THIS SERIES: 
The January 18 issue will cover de- 
partmental organizations used by suc- 
cessful dealers. 
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Editor’s 
BERMAN 
MERCHANDISER has 


Types of 


Note — AMERICAN LUM- 
& BUILDING PRODUCTS 
identified 


thousands of items which are sold 


at a profit in the lumber and 
building products yards of Amer- 
ica. A completely classified list 
will be published in the Annual 


Reference Number on April 12th. 


The following list is indicative of 


the great variety of items various 


retailers will find it profitable to 


merchandise in 1947. 


bo 
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COMPLETE UNITS, PORTABLE 
AND PREFABRICATED BUILDINGS: 
Homes, barns, hog _ houses, 
poultry houses, cabins, bunga- 
lows, milk houses, machine 
sheds, hot houses, corn cribs, 
granaries, garages, bird 
houses, summer cottages, attic 
remodelling, screened and 
glazed porches, garages, kit- 
chen remodelling, bathroom re- 
modelling, driveways, utility 
cores (complete kitchen, bath, 
laundry and heating units in a 
single package), etc. 


Woop: Lumber, millwork, soft- 
wood, hardwood, pine, fir, cedar, 
cypress, redwood, spruce, hem- 
lock, flooring, siding, shingles, 
timber, connectors, joists, stud- 
ding, sheathing, finish, pre- 
servatives, crating, industrial, 
commercial, shop, plywood, 
lath, furniture, posts, lami- 
nated and fabricated sections, 
trustees, etc. 


METALS: Steel, aluminum, cop- 
per, brass, iron, tin, siding, 
drain spouts, roofing, chutes, 
doors, fencing, entrances, 
grills, windows, stairs, sash, 
frames, studs, joists and joist 
hangers, beams, leaders, gut- 
ters, tile, weatherstrips, ven- 
tilators, ceilings, area walls, 
lath, shingles, posts, reinfore- 
ing, ornamental, lockers, ete. 


MILLWORK: Wood and Metal— 
sash, doors, frames, stairs, 
mouldings, trim, store fronts, 
entrances, mantels, columns, 
blinds, shutters, plastics, 
screens, storms, louvres, pre-fit 


windows, doors and frames, 
ete. 
GLASS: Blocks, mirrors, art, 


leaded, plate, sheet, stained, 
glass substitutes, bevelled, 
glazing, desk tops, putty, win- 
dows, doors, shelves, cutters, 
ornamental, etc. 





Profitable Merchandise 


10. 


11. 


12. 


13. 


14, 


ROOFING AND SIDING PROD- 
ucts: Asphalt, asbestos, wood 
shingles and siding, metal, tile, 
slate, built-up coatings, flash- 
ings, hip and ridge, valleys, 
building papers, felts, etc. 


BUILT-IN AND SET-IN CABI- 
NETS: Wood and Metal—kitch- 
en, bathroom, wall, broom, 
corner, linen, medicine, sinks, 
shoe, ironing board, book cases, 
cupboards, sectional, etc. 


BoarRD PropuctTs: Insulating 
boards, wallboards, sheathing 
boards, tile board, wainscoat- 
ing, acoustical, panelling, gyp- 
sum, fibre, plywood, asbestos, 
composition, utility, decorative, 
concrete forms, transite, etc. 


FLOORING PRopUCTS: Softwood, 
hardwood, asphalt, metal, lino- 
leum, rubber, strip, plank, 
block, prefinished, sanders, etc. 


INSULATIONS: Wood- 
fibre, glass, rockwool, vegetable 
fibre, vermiculite, bark, cork, 
metal, ventilators, fans, weath- 
erstripping, caulking, reflec- 
tive, batts, blankets, etc. 


PAINTS, VARNISHES, ENAMELS, 
SHELLACS, WAXES: Stains, fill- 
ers, white lead, linseed oil, tur- 
pentine, glues, mastics, sealers, 
waterproofing, lacquers, shin- 
gle stain, brushes, brush-clean- 
ers, ete. 


HARDWARE: Rough, builders, 
cabinet, finish, shelf, plastic, 
colored, period, door, window, 
locks, butts, hinges, nails, bolts, 
screws, saws, files, ladders, 
rope, twine, hose, door stops, 
latches, chains, pulleys, bal- 
ances, screen cloth, wire, ga- 
rage, barns, fireplace fixtures, 
accessories, hand tools, power 
tools, weather vanes, etc. 


CEMENT AND CONCRETE: 
Blocks, houses, foundations, 
readi-mixed, footings, walks, 
driveways, feeding floors, 
tanks, curbs, terraces, cess- 
pools, silos, reinforcing rods, 
mesh, concrete bolts, water- 
proofing, etc. 


CLAY PRODUCTS AND OTHER 
HARD MATERIALS: Common 
brick, pressed brick, tile, chim- 
neys, drain tile, sewer pipe 
line, fireplaces, stone, slate, 
gravel, sand, flagstones, etc. 
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15. 


16. 


17. 


18. 


19. 


20. 





GYPSUM PrRopUCTS: Plaster, 
plaster base, boards, dri-wall 
construction, lath tape, sheath- 
ing, wire fabric, stucco, 
Keere’s cement, etc. 


HEATING AND _ PLUMBING: 
Warm air, hot water, steam, 
stoves, incinerators, ash pit 
doors, ash dumps, stokers, fur- 
naces, space heaters, radiators, 
controls and regulators, coal, 
coke, oil, briquets, oil and gas 
burners, etc. 

Pipe, fittings, valves, bath- 
rooms, kitchens, laundry, water 
systems, tubs, sinks, bowls, 
closets, utility cores, etc. 


FARM PRODUCTS: Barn hard- 
ware and equipment, farm ma- 
chinery, cattle feeders, poultry 
and pig brooders, disinfectants, 
tools, incubators, freezers, 
twine, wagon materials, spray- 
ers, dusters, stanchions, ven- 
tilators, pumps, harness, fenc- 
ing, posts and gates, grind 
stones, portable buildings, 
windmills, etc. 


ELECTRICAL & GAS APPLI- 
ANCES: Heaters, laundry equip- 
ment, kitchen appliances, re- 
frigerators, deep freeze units, 
washers, ironers, air-condition- 
ing, fixtures, wiring, switches, 
fuses, fixtures, bulbs, radios, 
vacuum cleaners, etc. 


SPECIALTIES: Wall paper, ve- 
neers, decorative plywoods, 
hardwoods, outdoor fireplaces, 
garden tools and equipment, 
fertilizers, - seeds, lawn -tools, 
fence, furniture and equipment, 
fire extinguishers, awnings, 
wall safes, scaffolding, mantels, 
tents, water softeners, in-a- 
door beds, expansion joints, 
termite protection, disappear- 
ing stairs, garage doors, work 
shop equipment, picket fences, 
ping-pong tables, poker tables, 
lightning rods, etc. 


IMPULSE MERCHANDISE AND 
MISCELLANEOUS ITEMS: 
Chimes, mail boxes, street num- 
bers, flashlights and batteries, 
curtain rods and poles, clothes 
racks, tie racks, shoe racks, 
plans and patterns, ironing 
boards, brushes, brooms, mops, 
mouse traps, tape, fly paper 
and swatters, mats, Christmas 
trees and stands, hooks, door 
stops, soap dishes, tooth brush 
holders, thresholds, cedar 
chests, work benches, etc. 
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Base 
Material 
Supply 


Raw Material 
Selling 
Area 


Product 
Manufacturing 
Tynes 


4 


Product 
Manufacturer - 
Sales 
Organization 


Wholesale 
Warehousing 
Area 


Wholesale 
Selling 
Area 
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Retail 
Warehousing 
and 
Display Area 
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Assembly 

Fabrication 
Construction 
Equipment and 
Servicing Area 


Aluminum 
Asbestos 
Asphalt 

Brass 

Brick 

Clay Products 


Cement 
Copper 
Cork 

Cut Stone 
Felts 
Fibres 
Glass 
Gypsum 
Hardwoods 
Lead 

Lime 
Mineral Wool 
Nickel 
Oils 

Pulp 


Sand & Gravel 
Softwood 
Steel and Iron 
Zinc 

Plastics 


st 


Brokers 
Sales Agents 
Sales Employee 
Types 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 


Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 

Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 

Sales Org. 

Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 

Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
ind: Sales Org. 
Ind. Sales Org. 

Sales Org. 


Nails & Spikes 
Lumber 

Millboard 
Flooring 
Hardware 

Sheet Metals 
Shingles 

Siding 

Flooring 

Fencing 

Heating Apparatus 
Plumbing Apparatus 
Weatherstripping 
Insulation 
Electrical Apparatus 
Electrical Wiring 
Air Conditioning 
Barn Equipment 
Appliances 
Cabinets 

Farm Equipment 
Blowers and Fans 
Millwork 

Sash & Door, Blinds 
Wallboards 
Laundry Equipment 
Glass Specialties 
Floor Coverings 
Lighting Fixtures 
Linoleum 

Paints & Varnishes 
Decorative Items 
Radios 

Veneers 
Wallpaper 

Mirrors 

Furniture 

Garden Equipment 
Plastics 

Plywood 
Television 
Miscellaneous 
Oilburners 
Stokers 

Ranges 
Refrigerators 
Water Heaters 
Fireplaces 

Fire Extinguishers 
Garage Equipment 
Ornamental Iron 
Stoves 


Commission Men 
Brokers 
Mfgr. Sales Agents 
Classified Sales 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind: Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
tnd. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Ind. Sales Org. 
Sales Org. 
Ind. Sales Org. 
Sales Org. 


Softwood 
Wholesale Yards 


Hardwood 
Wholesale Yards 


Hard Material 
Wholesalers 


Plumbing 
Jobbers 


Heating 
Jobbers 


Hardware 
Wholesalers 


Paint 
Jobbers 


Sash & Door 
Wholesalers 


Glass Wholesalers 


Electric Supply 
Wholesalers 


Appliance 
Jobbers 


Public 
Warehouses 


Reserve Yards 


Concentration 
Yards 


Storage 
Depots 


Cooperative 
Warehouses 


BM Equipment 
Jobbers 


Individual 
Sales 
Organizations 
Representing 
each of these 
types of 
Wholesale 
Warehousing 
Organizations 
Supplementing 
the Individual 
Sales Organiza- 
tions of Products 
Manufacturers 
of all 

the types 
shown in 


Column Four 


Appliance 
Dealers 


Hardware 
Dealers 


Roofing 
Applicators 


Mail Order 
Houses 


Retail Lumber 
Dealers 


Hard Material 
Dealers 


Home tmprovement 
Companies 


Chain Operators 


Farm Supply 
Dealers 


Siding Applicator 
Insulation Cos. 


Cooperatives 
Paint Dealers 
Radio Stores 
Dept. Stores 
Realtor Builders 


Large 
Construction Cos. 


Utilities 
Fuel Dealers 


Sheet Metal 
Shops 


Misc. Stores 


37 Types of 
Service Org. 


Building Companies 
Prefabricating Co. 
Housing Merchants 
Large Constr. Co. 
General Contractor 
Carpenter Contrs. 
Roofers 

Siding Contrs. 
Insulation Applictrs. 
Etectrical Contrs. 
Plumbing Contrs. 
Heating Contrs. 
Sheet Metal Contrs. 
Brick Contractors 
Plastering Contrs. 
Mason Contractors 
Excavating Contrs. 
Glaziers 

Painting Contrs. 
Lumber Dealers 
Merchant Builder 
Mail Order Houses 
Architect Engrs. 
Dept. Stores 
Utilities 

Bidg. Inspection 
Landscaping Contrs. 
Building & Loan 
Banker 

Insurance Co. 

Govt. Employees 
Architects 

Realtors 

Tile Setting Contrs. 
Stove Setters 

Steel Erector 
Asbestos Contrs, 





Physical movement mines and forests—to Base Material Processors—to Product Manufacturers—to wholesale warehouses—to retail warehouses— 


to fabricating and assembly site—to construction site. 
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RETAIL 
SELLING 
AREA 





RETAIL LUMBER 
AND BUILDING 
PRODUCTS 
MERCHANT. 


As headquarters for 
dependable building 
products, he coordi- 
nates and_ consoli- 
dates the services 
and products wanted 
by the consumer into 
a single package 
sale. He can serve 
consumers adequate- 
ly in all ten divisions 
of the market or he 
can let parts of it go 
to competitors by de- 
fault. Within his 
area of control can 
be: 

Operative builders 
Building contractors 
Building mechanics 
Specialty applicators 
Plumbing and heat- 
ing shops 

Electrical supplies 
shops 

Specialty millwork 
shops, etc. 
Architects 

Realtors 

Banks 

Building loan 
agencies 

Some prefabricators 
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OTHERS 
REACHING SAME 
MARKETS 


Mail order houses 
Cooperatives 
Specialty applicators 
buying direct from 
manufacturers 
Paint and decorating 
stores 

Builders hardware 
stores 

Department stores 
Variety and chain 
stores 
Prefabricators _ sell- 
ing through — other 
than lumber dealers 
Manufacturers + 
agents selling incin- 
erators, air condi- 
tioning, wall safes, 
alarm systems, etc. 
Operative builders 
buying direct from 
manufacturers 
Farm equipment 
dealers 
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TEN DIVISIONS OF 
LIGHT CONSTRUCTION 
FIELD 





1. New Homes—Ready for 
occupancy and built to order. 








2. Repairs, remodeling, al- 
terations, additions and im- 
provements for homes. 











3. Farm buildings and farm 
improvements. 








4. Small Commercial build- 
ings—industrial and_ institu. 
tional maintenance and im- 
provements. 








5. Yard fabricated and port- 
able buildings of all kinds 
including sections of dwell- 
ings. 








6. Roofing, siding, insula- 
tion and specialty applica- 
tions. 











7. The provision of all types 
of construction material for 
contractor sales, including 
the supply of materials to 
operative Builders and Heavy 
Construction. 








8. The provision of all types 
of construction materials for 
industrial uses. 








9. Over-the-counter and 
eye-appeal merchandise which 
the consumer picks up as he 
shops on the dealer’s sales 
floor. 
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10. The mechanical equip- 
ment of a home. 
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MARKETS AND 
CUSTOMER TYPES 


18 million families who 
do not own their own 
homes 

Investors seeking 
profits 


Owners of the 37 mil- 
lion existing dwellings 
in the U.S. 


Individual and _ corpo- 
rate owners and oper- 
ators of the Nation’s 6 
million farms 


Storekeepers 

Investors seeking 
profits 

All types of commercial 
and industrial firms and 
institutions 


Tourist court operators 
-Families seeking 
shelter 

Resort owners and 
operators 

Farmers 


Home owners 

Owners or managers of 
apartments, hotels and 
commercial structures 
Farmers 


Contractors 
Operative builders 


Fabricating plants 
Industrial firms 
Commercial firms 


Homeowners 
Housewives 
Renters 
Farmers 


Families buying new 
homes 

Families improving old 
homes 

Builders 

Contractors 


GO ON DISPLAY 


Kitchen Maid corporation 

WOMEN feel right at home in a display 

where they can pull out drawers and open 
cabinet doors. 


EYE-CATCHING window 
displays of kitchen cabinets 
will draw customers into 
the store. Such displays as 
this one show enough of 
the various units fo give 
passers-by a chance to see 
all that is offered. 





Edison General Electric Appliance company Inc. 


MINIATURE cabinet displays offer the cus- 

tomer the opportunity to arrange the cab- 

inets to fit his own needs, and to see how 

they will fit into his home to the best ad- 
vantage. 


St. Charles Manufacturing company 


PERMANENT displays such as this offer 

the customer an opportunity to browse 

around by himself. It offers the dealer 

the chance to point out and illustrate the 

various features and advantages of the 
units. 
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Lyon Metal Products Ine. 


RELAXING in comfort while choosing cabinets, the customer is able MORE elaborate displays show complete kitchens and utility rooms, tories 
to visualize how the cabinets will look in his own home. completely furnished with dishes and utensils. Attractive wallpaper . 


enhances the display. Phi 
Lyon Metal Products Ine. Mutschler Brothers company firm \ 
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WINDOW display of the Nassau-Suffolk Lumber & Supply corporation’s Huntington yard at Christmas 


time features just about every appliance and utensil needed for the house. 


Through the window can 


be seen the variety of home building products which are available in every store. 


Everything for Building 


.. is the key to the success of the Nassau-Suffolk Lumber & 
Supply corporation. This includes offering customers special 
service with carefully trained personnel as well as all materials. 


66 VERYTHING FOR BUILD- 
ING means more than a 
large inventory of materi- 

als.”” It was back in 1938 when the 

executives of Nassau-Suffolk Lum- 


@ber and Supply corporation made 


that statement; back when inven- 
tories were large. 

This enterprising Long Island 
firm with eight retail yards strate- 
gically located to service one of the 
country’s most important residen- 
tial areas has seen its activities, 
its services, and its business grow 
year after year to new highs. Here, 
consumer selling is more than a 
good idea. It is an accomplished 
objective. 

The pattern of operation at the 


| BNassau-Suffolk yards is a skillful 


veaving of the unusual with the 
usual, the ordinary with the excep- 
ional. Company policy finds its 
est expression in the development 
f its highly successful Nassau- 
suffolk stores. 


SIX COMPANIES JOIN FORCES 
IT WAS about nineteen years 
hzO on Jan. 1, 1928, that six old, 


well established, lumber companies 
in Nassau and Suffolk counties, 
Long Island, N. Y., elected to join 
hands, pool resources and work to- 
gether to provide the most com- 
plete service possible to their cus- 
tomers. The experience of up to a 
half century of service went into 
the formation of this corporation. 
Shortly thereafter, three additional 
outlets were added. 

From. its beginning, company 
policy at Nassau - Suffolk placed 
high value on consumer contact. 
Such a policy inevitably led to the 
formation of Nassau-Suffolk stores, 
a highly successful activity and an 
exceptional outlet for the manage- 
ment to realize its long time ob- 
jectives to render a complete serv- 
ice for the home. 


EVERYTHING FOR THE HOME 

NASSAU-SUFFOLK stores are 
stores in fact as well as in name. 
Of course they concentrate on re- 
lated items which complement their 
lumber and building material busi- 
ness. You’ll find paint and hard- 
ware, tools, household equipment, 
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wallpaper, appliances, cooking uten- 
sils, many of the new plastic items, 
lawn seed, in fact practically every- 
thing to help the homeowner in his 
round-the-house needs both inside 
and out. 

Nothing to sell in these days of 
shortages? Not here. Take a look 
at the list of items noted in a re- 
cent visit to the Amityville store. 
It is not a complete list, but it 
does give a good indication of the 
scope of service. Shown in the box 
on the next page are a number of 
the articles on display and for sale. 

A lot of home owner needs are 
satisfied, many lumber and building 
material purchases are made, and 
best of all there is a continual traf- 
fic flow of townspeople to and 
through the Nassau-Suffolk stores 
each day. This brings a continuity 
of contact that pays well currently. 
There is added value in the founda- 
tion it lays for future sales. 


LOW INVENTORIES TODAY 
LIKE all of its competitors, the 
company is beset with shortages 
today. They are experiencing low 
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Wood serving trays with 
leather surfaces 
“Cork serving trays 
Cooking utensils 
Vaporizers 

Ice crushers 

Stoves 

Refrigerators 

Wicker baskets 
Aluminum grilles 
Kitchen appliances 
Plastic drinking glasses 
Door chimes 

Tools 

Heaters 

Wallpaper 

Hardware 

Paints 

Floor waxes 





ITEMS FOR SALE AT NASSAU-SUFFOLK STORES 


Floor cleaners 

Vacuum cleaners 
Fireplace screens 
Andirons 

Gifts 

Presto logs 

Saws 

Axes 

Aluminum clothes dryers 
Cabinets 

Garden rakes 

Garden tools 

Brushes 

Hand painted metal waste baskets - 
Keys and locks 

Key making service 
Nails 

Sinks 








inventories and the same current 
evils of doing business that plague 
everyone in the building industry. 
Still, it is at a time like the present 
that this company can point with 
satisfaction to its merchandising 
policy which keeps it out front 
with its customers while it keeps 
them in almost constant contact 
with the company as a source of 
supply of many items. 

Consumer contact with Nassau- 
Suffolk stores is not confined to 
every day store traffic. Regular and 
liberal use is made of newspapers 
to keep all its public informed. 
Each week you'll find these ads tell- 
ing their story interestingly and 
effectively in some 13 or 14 local 
Long Island newspapers. This is a 
vital part of the store’s program 
according to Walter R. Paxon who 
came with the company in 1930 
and who is in charge of advertising 
in addition to his duties of buying 
for all stores. 


REGULAR NEWSPAPER ADS 


“WE FEEL -that regular use of 
the local newspaper is one of the 
best approaches we can make to 
our local markets,” says Mr. Pax- 
son, “and, in doing this we take a 
leaf out of the merchandising books 
of-the successful retail merchants 
in other lines and with whom we 
are in competition at all times. 
Our advertising is carefully pre- 
pared. We secure expert advice 
from Norm Advertising Inc., of 
New York, whose advertising coun- 
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sel we have employed for a number 
of years.” 

You'll find a lot of good mer- 
chandising ideas at Nassau-Suffolk. 


INTERIOR of the Smithtown store displays wallpaper, builders’ hardware, and a variety of 
home appliances. 



































































































A good selling tool doesn’t always 
have to be elaborate. Here’s one 
that is simple but highly effective. 






SOLO BY 


Wassau Suffolk 


LUMBER & SUPPLY 


DATE 













It’s a neat strip of scotch tape 
with green lettering on a silver 
background. The management see 
to it that this label is affixed to al 
appliances and to other article 
which readily lend themselves to it. 
It’s a silent salesman. 












moved if the customer wishes, therej 
isn’t any customer objection, andj 
where it stays put, it is a constant 
reminder to the many friends who 
share in the satisfaction and en- 
joyment obtained through the pur- 
chase. The chances are good that 
it has been responsible for a nunm- 
ber of added sales. 















HELPING NEWCOMERS 


GETTING properly acquainted 
with newcomers also receives its 
share of attention. Use is made of 
the Welcome Wagon,.a service de- 
signed especially to help local mer- 
chants introduce themselves and as- 
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in planning your future home! 











of practical home building experience . . 
the latest building materials and methods of constriction! ... 
Ard we're always glad to sit down with you and talk over any and: 
all building plans you may ke considering! 


The logical place to go for advice when you decide 
to build is your lumber dealer 


Nassau S uffolk 


LUMBER & SUPPLY 


Bway. & Sterling Pl., Tel. 1600 


© NORM ADVERTISING. Inc 


LET US HAVE A BIG HAND... 


. We’ve had a good many years 


. We’re up to date on all 


AMITYVILLE 

















ONE of the many eye-compelling ads that are used by the company to attract 
: home-planners and home-owners. 


sist families new to the town to 
become acquainted with forward 
looking sources of supply who are 
interested in serving them. 
Speaking of mixing the ‘usual 
with the unusual, a good example 
is in the services provided by the 
wallpaper department. Displays are 
used for consumer selling in line 
with customary and usual proced- 
ure. In addition the stores provide 
a special service for builders, which 
is greatly appreciated and produc- 
tive of good volume. Realizing that 
many of them either lack the fa- 
cilities or do not have the interest 
or capacity to keep abreast of new 
trends in eolor designs, matching 
papers and similiar developments, 
the Nassau-Suffolk stores arrange 
to take the entire decorating prob- 
lem off the builders’ hands. They 
supply him with correct wallpapers 
(and paints too, if desired) which 


will provide the right color scheme 
for various rooms and assure a 
pleasing and harmonious interior. 
Best of all, this. service is a time- 
saver for the builder: It .enables 
him to give his customers a bet- 
ter job and good looking interiors, 
all within price limits which are 
satisfactory to everyone concerned. 

The operation of these several 
stores is under the supervision of 
John Fahlbusch who came to Nas- 
sau-Suffolk in 1940 after a number 
of years of merchandising experi- 
ence with Sears Roebuck and com- 
pany. Mr. Fahlbusch is responsible 
for merchandising practices, store 
layout and general assistance in 
the selection and training of store 
personnel. 


CAREFUL PERSONNEL TRAINING 


NASSAU-SUFFOLK feels that 
good consumer selling demands 
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careful personnel training. That is 
why so much attention is devoted 
to this phase of merchandising. 
Store managers and key personnel 
meet at least once a month to dis- 
cuss marketing. These group meet- 
ings generally feature a talk by a 
representative of one of the manu- 
facturers whose products the com- 
pany sells. Frequently, trips are 
taken to the various producers’ 
plants so that a more complete un- 
derstanding of the product and its 
manufacture may be had as a basis 
for better selling to the customer. 
Five of the store managers are 
taking night courses in retailing 
one evening each week at New York 
university. The company pays for 
all the expenses including school 
tuition. It regards such an ex- 
penditure as one of the best in- 
vestments it can make. 

The management of Nassau-Suf- 
folk Lumber and Supply corporation 
is under the direction of men who 
have been with the company since 
its incorporation. Stanley M. Cox 
is president; Walter R. Pettit is 
treasurer; H. M. Ketchum is vice- 
president, and W. Harold Van Tuy] 
is secretary. Mr. Cox and Mr. Pet- 
tit both are former presidents of 
the Northeastern Retail Lumber- 
mens association. 


EVOLUTIONARY DEVELOPMENT 


AS Harold Van Tuyl, secretary, 
says, “Our stores’ development) is 
an evolutionary process. Each year’s 
operation is an added foundation 
for the next year’s activities. We 
believe that is the best possible way 
to get ourselves and our merchan- 
dise across to the general public 
and coupled with a consistent ad- 
vertising program, we feel sure 
that we keep ourselves close to our 
buying public.” 

“Obviously the stores are not all 
uniform or similar. They, too, are 
in successive stages of growth and 
development. For instance, our 
paint and wallpaper store at Bay 
shore was opened in 1940. We are 
now getting into a general line of 
store merchandise and the store 
itself acts as a feeder for two lum- 
ber branches which are located 
close by. 

“We believe that the store idea 
is a practical and thoroughly sound 
step forward for the lumber deal- 
er,” continued Mr. Van Tuyl, “the 
more things we have to offer the 
home buyer and the home owner, 
the more often is he going to think 
in terms of our company and its 
products.” , 

That’s good consumer selling, 
we'd say. 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 


Sizing Up 
Your Sales Opportunities 




















There is universal demand for the products you have 


to sell, and your individual chances for success are 


F YOU HAVE been a lumber and 
building products salesman these 
past few years; you have probably 
been plagued with unusual problems 
almost every day. With demand far 
ahead of supply you haven’t had 
enough to sell. Although you oc- 
casionally received an order which 
could be filled, you were more fre- 
quently faced with the problem of 
saying no to eager, would-be cus- 
tomers. 

All that will change—and soon— 
for the near future holds promise 
of increased supply, and 1947 will 
mark the transition from a sellers’ 
to a buyers’ market. That fact pre- 
sents both a challenge and an op- 
portunity. It challenges because it 
presages the need for a renaissance 
of creative selling. It holds forth 
opportunity because free and un- 
regimented markets, with rising 
production and sustained consumer 
demand, lie ahead. 

The need for creative selling is, 
in itself, an opportunity. Creative 
selling is the medium through 
which you can reach your life ob- 
jective—the medium which will 
bring you success, security and 
high income. 

In the building industry you can 
employ creative selling in the field, 
in the prospect’s residence, or on 
the sales floor. It is the purpose 
of this series to help you master 
creative selling and put it to work 
for you. The actual techniques will 
be covered in subsequent lessons. 
It is the sole purpose of this first 
article to help you understand and 
measure your markets and gauge 
your personal opportunities. 


MEASURING OPPORTUNITY 


WHETHER you have been sell- 
ing for some years or have recently 
embarked on a career, this is an 


greater than those of salesmen in any other industry. 


excellent time at the start of this 
transition year to appraise poten- 
tialities in the field. You have 
chosen an industry that offers con- 
sumers universally needed products 
and that offers you unlimited op- 
portunity and a minimum of per- 
sonal competition. 

More than any other, the build- 
ing industry can offer these things 
to its salesmen. Shelter is a basic 
human need with unlimited possi- 
bilities of consumption, but as yet 
the construction industry has de- 
veloped but little creative salesman- 
ship. 


THE OVERALL MARKET 

THE construction industry is 
huge—second in size only to agri- 
culture among all American busi- 
nesses. About half of this total 
building industry is made up of 
what is called the light construc- 
tion industry, and it is in this field 
that the building products sales- 
man will find his greatest opportu- 
nity. 

It is suggested that you study 
the chart on pages 38-39 of this is- 
sue to get a clear picture of the 
scope of the light construction in- 
dustry. The retail lumber and 
building products merchant, as 
shown on that chart, consolidates 
the products and services of the in- 
dustry in the form of consumer 
packages. 

The chart will give you an idea 
of where you, as a salesman for 
that merchant, fit into the industry. 
It will show you the kind of pack- 
ages and materials you have to sell 
and the types of consumers with 
which you will deal. 

Light construction markets break 
down into four major divisions: 
(1) the new home market; (2) the 
structural improvement market; 
(3) the farm building market, and 





(4) the miscellaneous merchandise 
market. For the next few years 
it is expected that these markets 
will account for an annual business 
of approximately $10 billion. 


YOUR SLICE OF IT 

WHEREVER there is a market 
there is a business opportunity, 
and in the final analysis any busi- 
ness opportunity is a selling oppor- 
tunity. So let’s be specific. The 
overall, national market picture is 
good background information, but 
what does it mean to you? 

In this field you have many 
things to sell. It can be said con- 
servatively that the four major 
market. divisions listed above in- 
clude customers for literally hun- 
dreds of different kinds of building 
packages, materials and services. 
Space will not permit mentioning 
them all, but a few examples will 
give you an idea of the tremendous 
scope of the market. Among these 
packages are: 

New homes for city customers 
and/or farmers. 

Dairy barns, poultry buildings, 
hog houses, stock barns, machine 
sheds, storage cribs and bins, silos, 
milk houses and every conceivable 
kind of farm structure. There is 
a market here for improvement as 
well as new construction. 

Exterior and interior home re- 
modeling jobs of all kinds. Added 
or built-on rooms, converted attics 
and basements, recreation rooms, 
rejuvenated bathrooms and kit- 
chens, dining alcoves, bay windows, 
new floors, modernized porches, 
paint and decorating, new doors, 
hardware, windows and cabinets. 

Portable and prefabricated build- 
ings, summer cabins, tenant houses, 
tourist courts and garages. 

Package deals for new roofs, new 
siding and insulation. Storm win- 
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dows and doors, weatherstripping, 
etc. 

New store buildings and light 
commercial structures of all kinds. 
Modernization jobs on existing 
stores. 

Study page 37 of this issue for a 
list of salable merchandise. 

WHAT YOU HAVE TO SELL 

THERE are three basic ingre- 
dients in selling success: (1) have 
a needed product; (2) find a buyer 
for it, and (3) sell it to him at a 
profit. The only limit to the de- 
gree of success is the number of 
times this process is repeated. 

You must understand the physi- 
cal things you have to sell—the 
functions, structure and component 
materials of all the various pack- 
ages. Learning all about what you 
have to sell in the building indus- 
try is a life-time study. Because. 
few men have the perseverance to 
master it there is tremendous op- 
portunity for the man who does. 

But you must also understand 
that you are selling mental as well 
as physical things—you are selling 
ideas and consumer benefits. You 
will forge ahead faster if you real- 
ize why people buy. Remember 
that the man who buys a house 
from you buys it because it is shel- 
ter which represents comfort, con- 
venience, health and security for 
himself and his family. 

The products and packages you 
have to sell (whether they cost $1 
or $20,000, and most of them will 
fall within this range) are defi- 
nitely needed because they all rep- 
resent desirable consumer benefits. 
It is up to you to add the two re- 
maining ingredients of selling suc- 
cess by finding buyers—and repeat- 
ing the process day after day. 


WHO ARE YOUR CUSTOMERS? 

ANYONE who fills two simple 
requirements is a potential cus- 
tomer for building products. He 
must have: (1) money or credit, 
and (2) the mental ability to make 
a decision. 

Specifically, your customers will 
be city families, farm families and 
businessmen. From these people 
you will get two kinds of business 
—divertive and creative. 

First there is a certain demand 
for your products that is gener- 
ated by the pressure of necessity. 
It is an important part of your 
job to divert to your company a 
maximum share of this business— 
and you will profit by so doing. 

Secondly, and more important 
and profitable over the long pull, 
are the possibilities to create busi- 
ness in your territory. This en- 







tails a high type of creative sell- 
ing which means that you must 
first create the demand or desire 
and then satisfy it. 


LIMITING FACTORS 

NATIONALLY, the building in- 
dustry offers a huge potential—a 
tremendous opportunity that is to 
be divided among you and other 
salesmen like you who face the 
same problems. How much of the 
business you get will be determined 
by seven factors: 

1. Competition. 

2. Number of customers in your 
territory. 

3. Their buying power. 

4. Sales training and helps you 
get. 

5. Your mastery and effective use 
of such training and helps. 

6. The multiplication of yourself 
through others who work with you. 

7. Your initiative. 

Obviously there is a certain up- 
per limit imposed by the size of 
your territory and the number of 
people living in it. In most cases, 
however, the salesman is given all 
the territory he can work effec- 
tively. This will vary according 
to buying power of the people in 
the territory and their ability to 
consume building products. 

Since farmers have to house live- 
stock, machinery and crops in ad- 
dition to their families, they are 
individually greater consumers of 
building products than are city peo- 
ple. Experience has proven that 
a salesman with as few as 300 suc- 
cessful farm families in his terri- 
tory can enjoy a very profitable 
business. , 

A territory in the center of a 
large city might require as many 
as 1,000 home owning families to 


provide a profitable sales volume. 
“You should know how to figure 
the annual sales potential of your 
territory. Perhaps there is'no pre- 
cise method to do this which will 
guarantee accuracy, but this for- 
mula will give you a pretty close es- 
timate. Multiply the population 
(actual number of people—not fam- 
ilies) in your territory by $1,000. 
This will give you an estimate of 
the total value of residential struc- 
tures and farm buildings in the ter- 
ritory. Take five percent of this 
total for the yearly sales potential 
in maintenance, repair and im- 
provement work. Take another five 
percent to represent the market for 
new building. Add the two and you = 
have an annual potential which de- 
mands and deserves your best sales 
efforts. If anything, the figure you 
get will be too conservative because 
it doesn’t include backlogs of build- 
ing demand which piled’ up during 
the war. 

Remember that what you have 
figured is your gross potential, and 
nobody has ever been able to sell 
all the business in his territory. 
But you can sell a big enough share 
of it to make a fine income. 

The purpose of this series of les- 
sons is to help you get a big share 
of that gross potential by bringing 
you a refresher course on the prin- 
ciples of creative consumer selling. 

Subsequent lessons will cover the 
actual techniques and know-how of 
salesmanship so that you can em- 
ploy the most effective tactics in 
your work and project your think- 
ing into a long and profitable ca- 
reer. 

NEXT LESSON: The January 18 is- 
sue will explain how to boost business 


by selling consumer benefits rather 
than just products. 








pective purchasers for it. 


. What is creative selling? 
you get? 


your territory? 





QUIZ FOR CONSUMER SALESMEN—LESSON 1 
1. What are the four major divisions of the light construction market? 
2. What is meant by a consumer building "package?" 


3. List as many types of building packages as you can think of and 
after each write down the typés of consumers who would be pros- 


4, What are the three basic ingredients in selling success? 

5. What two simple requirements identify a potential customer? 
6. What two kinds of business will you get from your territory? 
7 
8 


. What are the seven factors which will determine how much business 
9. What is the annual gross sales potential for building products in 


10. How can you prepare yourself to get a big enough share of that 
potential to enjoy a satisfactory income? 
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Convention Season Preview 


Biggest, most successful sessions in years indicated 
by advance plans; programs built to acquaint building 
materials dealers with new products; how fo sell them. 


~ 


i 


a Pier /. 


NTHUSIASM for the conven- 

tion season just ahead is the 
greatest in recent years. Probable 
registration as indicated by ad- 
vance hotel reservations points to 
a record-breaking attendance. Al- 
ready hotels are turning away 
scores of dealers who failed to make 


} 


niques in merchandising these and 
other products. 

Although the customary banquets 
and Hoo-Hoo parties are scheduled, 
building materials’ dealers have in- 
dicated by their interest thus far 
that they are bent on extracting 
more usable ideas from their con- 





REGISTER 








early reservations. Exhibit space 
for many conventions was sold out 
weeks ago. 

The basis for this pre-convention 
enthusiasm is well founded. Build- 
ing products merchants see the year 
1947 as the transition year from a 
sellers’ market to a buyers’ market. 
There is no doubt but what more 
dealers are interested in how to 
sell and what they can sell than 
ever before. Exhibitors will have 
more products to show, items that 
are actually in production. 


MERCHANDISING AND ADVERTISING - 


THAT is why a good number of 
conventions will place heavy em- 
phasis on merchandising and ad- 
vertising. Dealers will have an op- 
portunity to learn the latest devel- 
opments in the appliance field and 
the latest and most successful tech- 
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ventions this year than ever. They 
realize that competition will be 
keener and there will be more of 
it. 

A poll of Ohio retailers indicated 
such an interest in new materials 
that exhibits will be heavily fea- 
tured on the program of the 66th 
convention of the Ohio Association 
of Retail Lumber Dealers, Jan. 
28-30, at the Deshler-Wallick, Co- 
lumbus. The Ohio program leaves 
dealers free each morning to visit 
exhibits. 


NEW PRODUCTS 


EXHIBITORS were urged to 
show new materials and new proc- 
esses. Consequently many new 
products that dealers have never 
handled before will be placed on 
exhibit. There will be more build- 
ing specialties and hardware items 
than have been shown before. 








With almost an unprecedented 
demand for exhibit space, the Ohio 
association was compelled to re- 
strict its contracts to manufac- 
turers who had exhibited previous- 
ly. Ejighty-one exhibitors will oc- 
cupy 97 booths. All space was sold 
Dec. 3. 


SECTIONAL MEETINGS 


BESIDE the wide-open oppor- 
tunity to visit exhibits in the morn- 
ing, the association has scheduled 
a number of sectional meetings. A 
veterans’ organization within the 
association will be formed at one of 
these meetings. Because dealers 
have shown a renewed interest in 
their business operations, one of 
these sectional meetings will be de- 
voted to a discussion of the revival 
of cost study clubs. Scenic films of 
the association’s post convention 
trip following the meeting of the 
National in Seattle last year will 
be shown at one sectional meeting. 


CONVENTION THEME 


THEME of the Ohio convention 
will be re-equipping the yard in ma- 
terials as well as in plant facilities. 

Modular coordination will receive 
special emphasis by several speak- 
ers at this and other conventions. 
H. R. (Cotton) Northup, secretary- 
manager of the National Retail 
Lumber Dealers association, will 
speak on the domino house, the in- 
dustry engineered home sponsored 
by the National and the Producers’ 
council. Ormie C. Lance, secretary- 
manager of the National Door Man- 
ufacturers’ association, will carry 
through on the modular phase of 
the program with a talk illustrated 
by slide film. Mr. Lance’s subject, 
A Program Designed to Reduce 
building Costs, is based on the use 
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of the four-inch module increment 
for windows and sash. 

The maximum of 1762 rooms 
that Columbus hotelmen would al- 
lot the Ohio association had been 























spoken for by the middle of De- 
cember. Secretary Findley M. 
Torrence anticipates an attendance 
of 2100. Dealers in the Columbus 
area are being asked to commute 
rather than occupy hotel rooms bad- 
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ly needed by dealers in distant sec- 
tions of the state. 


EMPLOYE TRAINING 


EMPLOYE training in the yard 
and retail stores will be publicized at 
the conventions. The Ohio a’ssocia- 
tion is sponsoring a 30-day course 
for employes of one year or less ex- 
perience at Ohio State university 
starting Feb. 10. A second course 
for men of more than one year’s 
experience will follow within a 
veek or two after the completion 
of the first course. 

One feature of the Northwestern 
Lumbermens' association conven- 
tion, Jan. 14-16, Minneapolis audi- 
torium, will be a home construction 
exposition which is open to the 
public. The exposition will be de- 
voted to an exhibit of items and 
processes for home construction 
with a special appeal to veterans. 
The exposition is being jointly 

(Continued on Page 64) 





Coming Conventions 


Jan. 13-15—Middle Atlantic Lum- 
bermens Association, Atlantic 
City, Claridge hotel, no exhibits. 


Jan. 14-16—Kentucky Retail Li:m- 
ber Dealers Association, Loi is- 
ville, Brown Hotel, exhibits. 


Jan. 14-16—Northwestern Lv.:a- 
bermens Association, Minneapolis 
Auditorium, Minneapolis, 2x- 
hibits. 


Jan. 16-17—Appalachian Hardwood 
Manufacturers, Inc., Netherland- 
Plaza Hotel, Cincinnati, Ohio. 


Jan. 21—Carolina-Virginia Lum- 
bermen’s Club, Sir Walter Hotel, 
Raleigh, N. C. 


Jan, 22-23—Carolina Lumber & 
Building Supply Associatiun, 
Charlotte, Hotel Charlotte, ex- 
hibits. 

Jan. 22-24—-Southwestern Lumber- 
mens Association, Kansas City, 
Auditorium, exhibits. 


Jan. 27-29—Northeastern ~Retail 
Lumbermens Association, New 
York City, Hotel Pennsylvania, 
exhibits. 


Jan. 27-29—Nebraska Lumber Mer- 
chants’ Association, Omaha, Au- 
ditorium, exhibits. 


Jan. 28-30—Ohio Association of 
Retail Lumber Dealers, Colum- 
bus, Deshler-Wallick hotel, exhib- 
its. 


Feb. 2-4—Tennessee Lumber, Mill- 
work & Supply Dealers, Memphis, 
Peabody Hotel, exhibits. 


Feb. 4-6—Michigan Retail Lumber 
Deaiers Association, Grand Rap- 
ids, Pantlind hotel, exhibits. 


‘Feb. 4-6—Michigan Association of 
Traveling Lumber, Sash & Door 
Salesmen, Pantlind Hotel, Grand 
Rapids. 


Feb. 5-6—Lumber Dealers Associa- 
tion of Western Pennsylvania, 
Fort Pitt Hotel, Pittsburgh, ex- 
hibits. 


Feb. 7—Southwestern Iowa Lum- 
bermen’s Association, Chieftain 
Hotel, Council Bluffs. 


Feb. 9-11—-West Virginia Lumber 
Supply Dealers Association, 
Huntington, Frederick Hotel, no 
exhibits. 


Feb. 10-11—Mountain States Lum- 
ber Dealers Association, Denver, 
Shirley-Savoy hotel, no exhibits. 
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Feb. 10-12—Illinois Lumber & Ma- 
terial Dealers Association, Chi- 
cago, Sherman hotel, exhibits. 


Feb. 17-19—Western Retail Lum- 
bermens Association, Portland, 
Multnomah Hotel, exhibits. 


Feb. 18-20—Wisconsin Retail Lum- 
bermen’s Association, Milwaukee, 
Auditorium, exhibits. 


Feb. 19-20— Mississippi Retail 
Lumber Dealers Association, 
Jackson, Heidelburg hotel, exhib- 
its. 

Feb. 19-20—Forest Farmers Asso- 
ciation Cooperative, Atlanta, Ga., 
Ansley hotel. 


Feb. 20-21—Virginia Building Ma- 
terial Association, Virginia 
Beach, Cavalier Hotel, no ex- 
hibits. 

Feb. 23-27—National Association of 
Home Builders, Chicago, Stevens 
Hotel, exhibits. 


Mar. 5-7—Intermountain Lumber 
Dealers Association, Salt Lake 
City, Utah hotel, no exhibits. 


Mar. 5-7—Iowa Retail Lumbermens 
Association, Des Moines, Coli- 
seum and Savory hotel, exhibits. 


Mar. 10-12—Lumbermen’s Associa- 
tion of Texas, Galveston, Munici- 
pal Pier, exhibits. 


Mar. 11-13 — Indiana Lumber & 
Builders Supply Association, In- 
dianapolis, Murat Temple, ex- 
hibits. 


Mar. 17-19—Ontario Retail Lumber 
Dealers’ Association, Toronto, 
Royal York Hotel, exhibit. 


Mar. 19-20— Louisiana Building 
Material Dealers Association, 
New Orleans, Jung hotel exhib- 
its. 

Mar. 19-20—-New Jersey Lumber- 
men’s Association, Atlantic City, 
Traymore hotel, no exhibits. 


Mar. 26-27—South Dakota Retail 
Lumbermen’s Association, Sioux 
Falls. 


Mar. 27-28 — Florida Lumber & 
Millwork Association, Hillsboro 
Hotel, Tampa, exhibits. 


No announcement received from 
the following associations: South- 
ern California Retail Lumber Asso- 
ciation; Montana Retail Lumber- 
mens Association; Arizona Retail 
& Builders Supply Association and 
Lumber and Supply Dealers Coun- 
cil, Georgia. 
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RICE CONTROL has removed 

the shackles from the light 
construction industry. The build- 
. ing materials pipeline is filling rap- 
idly as the market economy and 
free prices resume their sway. 

The housing need is today at 
record levels and the huge national 
income has translated need into po- 
tential commercial demand. But 
the ultimate factor that determines 
active demand is the price of the 
product. The seller’s market is ap- 
proaching its end, even in real es- 
tate and construction. In a buyer’s 
market, the home prospect must get 
real value for his building dollar, 
otherwise volume remains de- 
pressed. Fortunately, with the end 
of price control, materials will soon 
again flow freely and swiftly 
through the old well-tested chan- 
nels of distribution through dealer 
to builder and a smooth flow of 
material to the site means increased 
labor productivity and lower build- 
ing costs. 

The physical need for new dwell- 
ings is today as great as at any 
time in our history. The last good 
building year was 1941 when we 
built approximately 730,000 home 
units. Since then our population 
has increased by about 8,500,000 
and new family formation has pro- 
ceeded at record pace while, until 
very recently, home construction 
has been close to the lows of the 
Great Depression. 


EFFECT OF SMALL FAMILIES 


AS FAMILIES get smaller, more 
dwellings are required to house a 
given number of people. After the 
first world war, it would have re- 
quired 2,000,000 home units to 
house 8,500,000 new people in ur- 
ban areas. After the second world 
war, it takes 2,656,000 home units 
to do the job. Our people move 
around a great deal. Building ac- 
tivity is required where people 
move to, not where they move from. 
During the war, they moved by the 
millions from the farms, villages 
and small towns to the war produc- 
tion centers and the great cities. 
At least 4,000,000 people left the 
farms and an unknown number of 


48 


Projecting the 1947 Light 


Construction Volume 


With price control removed, the building materials pipeline 
will begin to fill rapidly and costs will be lower by spring. 


By WILLIAM C. BOBER 





WILLIAM C. BOBER, chief economist, Johns- 
Manville Sales corporation. 


millions left the villages and small 
towns and the majority of these 
people moved to the middle-sized 
or big cities where war work was 
active within a few hundred miles 
of their homes. 


It is one of the most striking fea- 
tures of postwar developments that 
a very large proportion of the war 
migrants have not moved back to 
where they came from. So the war 
migrants from the farms are 
largely a permanent addition to 
the urban population and sooner or 
later they will need new homes, 
chiefly (like most of our war vet- 
erans) rental homes. This is one 
reason why every effort should be 
made to encourage the flow of 
money into rental housing. 


It is fallacious to assume that 
the coming housing demand is 
mainly the result of the need: to 
house veterans. As we have seen, 
a highly important factor is in- 
ternal migration. Another of equal 
importance is delayed family for- 
mation, a depression back-log. With 
recovery, marriages increased rap- 
idly, even before the war. And dur- 


ing the war years, they skyrocketed. 
What happened was that people who 
felt they couldn’t afford to get mar- 
ried in the depression had the 
money to do so when war prosper- 
ity and high wages swept the coun- 
try. As unemployment vanished 
and was replaced by ample wages, 
the low birth rate of the depression 
years disappeared and people who 
had been unable to afford children 
in the decade of the thirties had 
them in the decade of the forties. 


CAN COPE WITH DEMAND 


GIVEN time and with reasonable 
patience on the part of the country 
as a whole, the American construc- 
tion industry can cope with even 
so huge and sudden an outburst of 
demand. But it cannot, nor could 
any other industry, cope with the 
situation overnight, the day the 
war ended, with an empty pipeline 
and an organization vastly dis- 
rupted by the war. And yet this 
is exactly what government de- 
manded of the construction indus- 
try and this is the reason for the 
excessive rise in building costs 

In the months immediately fol- 
lowing VJ Day, the men who had 
cut the timber in the forests, pro- 
duced the materials in the factories 
and erected buildings at the site, 
were scattered all over the world in 
the armed forces or dispersed over 
our own country in a thousand war 
centers. Normal light construc- 
tion practically ceased after Pearl 
Harbor and for over four years, 
when VJ came, contractors and 
builders had been divorced from 
their usual occupations. Many had 
closed down entirely or moved else- 
where. Their organizations were 
disrupted. Their contacts with land- 
subdividers and realtors had almost 
ceased. And above all, the building 
material pipeline was almost empty. 

In the first months of 1946, it be- 
came plain that the construction 
industry could not produce—that is 
start and finish—over 500,000 home 
units in that year besides taking 
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care of a large volume of badly 
needed non-residential construction 
that even CPA and NHA later dis- 
covered could not be deferred. It 
was necessary, first, to fill the 
empty material pipeline and stock 
up the dealers, get men back to 
work, rebuild organizations, and 
give realtors a chance to buy and 
assemble land parcels. What was 
really needed after VJ was a sort 
of moratorium on new construction 
until these things were done. 


UNREALISTIC GOAL SET 

INSTEAD of that, government 
set the construction industry an 
utterly unrealistic goal—1,200,000 
new homes in the first postwar year. 
At the same time, another agency 
of government, OPA, decided that 
the profit motive, the dynamo that 
electrifies our entire economic sys- 
tem and makes the wheels spin, 
had suddenly become obsolete. It 
kept ceilings so low on vital build- 
ing materials that manufacturers 
could not pay the high war-created 
wage level without going into the 
red. The production of materials 
in many of its most important lines, 
instead of surging forward in an- 
swer to the desperate need of tens 
of thousands of building material 
dealers and contractors, became 
stricken with paralysis. The pipe- 
line instead of getting a torrent 
received a trickle. 

But the huge goal set for 1946 
stimulated the commencement in 
spring of 1946 of an excessive num- 
ber of homes far beyond the powers 
of the industry to complete in the 
face of the empty pipeline. A highly 
restricted supply of materials there- 
fore had to be spread thin over 
more dwellings than we had erected 
in our peak homebuilding year 1925 
when the construction industry 
with a pipeline full to capacity had 
behind it seven years of adjustment 
to peacetime conditions and de- 


mand. As a result the following 


happened: 


On practically every project, the 


contractor ran short of materials. 
In the meantime his expensive labor 


stood idle, greatly reducing output ~ 


per.man hour. He could not dis- 
charge help. because good men were 
too scarce. There.developed labor 
hoarding with men idle on one proj- 
ect and other men receiving black 
market rates on other projects close 
at hand. The labor shortage was 
artificially increased. The contrac- 
tor frantically searched -for. the 
missing materials to finish the job 
and was compelled to pay fantastic 
prices in the black market if he 
could get them at all. The time re- 
quired to finish a house rose from 


“%~ 


the peacetime normal of three 
months to seven to ten months. 
Building costs became excessive. 
Dwellings and structures remained 
unfinished. In the first nine months 
of 1946, according to official gov- 
ernment reports, 808,700 dwelling 
units were started. But of these 
only 522,400 were permanent new 
dwellings and only 286,200 were re- 
ported completed. Since then, the 
rate of completion has accelerated 
and will advance:sharply. But the 
reason is not government supervi- 
sion and control, but the very op- 
posite. The pipeline started filling 
when the building material ceilings 
were raised and now that price con- 
trol has ended, it is filling fast. 


BULK WANT TO RENT 


WHAT the bulk of the veterans 
and the majority of home searchers 
want at the present time is homes 
to rent. Only after the young mar- 
ried couples have established them- 
selves in the community and have 
the security of a permanent job or 
income are they ready for home- 
ownership. At all times, it is ven- 
ture capital, the type that is willing 
to take a chance, that builds the 
apartments and rental dwellings 
that provide the bulk of home con- 
struction. With construction costs 
at war peaks, and: operating ex- 
pense unprecedentedly high, wise 
money does not readily flow into 
rental structures. 

The result of removing the $10,- 
000 ceiling on dwellings will, at 
first, be high priced houses for 
families with relatively ample in- 
comes. But they are already living 
somewhere, and as they move into 
these new high priced homes, they 
leave behind lower-priced homes 
that become available for those 
with smaller pocketbooks. This ini- 
tiates the process of families filter- 
ing up and houses filtering down, 
which is the process that has 
housed our population and placed a 
roof over everyone’s head since our 
earliest days. 

Rent control on existing dwell- 
ings should be materially eased in 
line with the economic reality that 
space at frozen rents is today an 
excessive bargin that induces large 
numbers of people to occupy too 
much space, thereby leaving too lit- 
tle or none for home seekers. A 
great number of large old dwelling 
structures would be subdivided and 
modernized, thereby producing 
modernized new dwelling space for 
home-seeking families, if the land- 
lord could charge a high enough 
rent to cover increased moderniza- 
tion costs. 
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A great wave of building ac- 
tivity invariably starts at the top 
with high priced houses for the 
bigger pocket books. But in the 
process of doing so, the entire con- 
struction industry organizes itself 
to produce lower priced homes for 
the smaller pocket books, down step 
by step to houses for families with 
only small incomes. At present, 
building costs are still very high 
but real costs, not those reported 
by government agencies, have defi- 
nitely passed their peak. The high 
point was around July of this year 
when the scarcity of materials at 
the site forced builders to buy at 
excessive black market prices and 
keep labor idle because of the ir- 
regular flow of materials. 

By spring of this year, real build- 
ing costs will be notably lower un- 
less a far reaching new round of 
wage demands alters the picture. 
The home prospect and the opera- 
tive builder will get much more real 
value for their dollar. There will 
be few important material short- 
ages. The contractor will again be 
able to rely on his dependable regu- 
lar dealer instead of frantically 
searching the black market. The 
low priced boards and materials, 
which price control had made al- 
most prohibitive to produce, will 
again be amply available. The con- 
tractor will no longer have to build 
up inventories at the site. Labor 
will no longer stand idle because of 
material bottlenecks. The contrac- 
tor will no longer be forced into ex- 
cessive overhead-and-profit margins 
because of the risks he incurred in 
1946. 


CAN BE RECORD YEAR 


The year 1947 can be a record- 
breaking year for light construc- 
tion if the industry is able to con- 
vince home prospects and operative 
builders that they are again getting 
their real money’s worth for what 
they spend on construction. Let us 
remember that even the construc- 
tion industry is fast moving out of 
a seller’s market into a buyer’s mar- 
ket where the ultimate consumer 
of dwelling space is king. The 
thing we will have to fight in 1947 
is a widespread feeling that it is 
better to defer building until costs 
have come down. There is only one 
way to counteract this sentiment 
and that is for everyone in the 
industry to give a full day’s work 
for a full day’s pay and maximum 
service for every dollar received 
so that the prospect can have no 
doubts that he is getting his dol- 
lar’s worth. That is still the price 
of a good building year. 
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PARTIAL view of the Williamson low-cost permanent housing proj- 
ect, Allegheny County, Pittsburgh, Pa. First 15 houses were framed 
in 15 days. 


UCCESSFUL USE of aluminum 
siding for the first time in a 
multiple housing project is claimed 
by Hoess Aluminum Clapboard Sid- 
ing, manufactured by Metal Build- 
ing Products, Inc., Detroit. 

The project consisting of 31 
units, each constructed on a lot 
50x125, is located in Baldwin town- 
ship, Allegheny county, Pittsburgh, 
about three miles south of the Alle- 
gheny County airport. The entire 
project has taken about 32,000 
square feet of siding of eight-inch 
width. 

Dimensions of each unit are 
30x24 feet two inches and includes 
a living room-dinette 1114x20 feet; 
two bedrooms, one 1244x1114 feet 
and another eight feet eight inches 
by 11 feet six inches; kitchen, eight 
feet two inches by seven feet eight 
inches and bath with ready-built 
shower stall. 

The flooring is double oak with 
asphalt tile in kitchen and bath. The 
roofing is No. 10 asphalt shingles. 
The foundation is of cement block 
and the heating by gas furnace. 


ACTUAL application of the siding is shown in these pictures. 
used to permit the siding to move slightly without structural strain. 


The houses are designed to sell for 
$7,500. Kenneth L. Williamson, the 
builder, said more than 400 appli- 
cations were received before three 
houses were completed. 


ADVANTAGES ENUMERATED 
MANY advantages are claimed 
for aluminum siding. It will not 
check, crack or split. There are 
no exposed nail holes to putty. On 
new construction, sheathing may 
be eliminated. This will speed con- 
struction and afford a substantial 
saving in cost. 

It is not necessary to prime or 
paint to protect the surface except 
in the tidewater or salt air sections. 
Aluminum should be painted in 
these sections to afford proper pro- 
tection from the salt sea air. Ex- 
pansion and shrinkage are said to 
be nonexistent. 

Metal siding can be applied over 
any surface where wood, asbestos, 
asphalt, brick or any other facing 
material is applied. Application is 
sufficiently easy that anyone with- 
out experience can install aluminum 
siding. The only tools needed are 








Aluminum 


for Large Scale 


Natural advantages of aluminum plus easy 
method of application indicates aluminum 
gaining fresh footing in material field. 


a hammer, tin shears, a hack saw 
or similar saw. A saw equipped 
with a six-inch blade of 1/32 inch or 
1/16 inch thickness and having ap- 
proximately 150 teeth is the sim- 
plest and most rapid method of cut- 
ting the siding. Nails should be 
zine coated or aluminum. 


SHEATHING ELIMINATED 

ALTHOUGH aluminum siding 
can be installed over ordinary 
sheathing in the usual way, its ad- 
vocates recommend that sheathing 
be eliminated. Studdings should 
be fully corner-braced in accordance 
with FHA minimum standards. A 
blanket insulation should be _ in- 
stalled between the studs with the 
tabs stapled on the outside. 

The aluminum siding is then ap- 
plied directly to the studs without 
sheathing. Inside wallboard in- 
sulation or plaster can then be 
handled in the customary way. Good 
practice includes a vapor seal on 
the inside wall construction. 

Manufacturers say that the most 
important single factor in paint- 
ing aluminum is proper prepara- 


The closeup shows how the clip is 
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Siding Used 


Housing Project 


tion of the surface before apply- 
ing the paint. If the paint is to 
adhere properly, the aluminum sur- 
face should be made free of oil, 
grease and dirt. After applying 
siding to the structure, it should 
be prepared for painting by use of 
a satisfactory cleaning solution. 

The cleaner can be wiped over 
the surface of the siding very rap- 
idly with a rag or sponge dipped 
in the solution. The siding should 
then be rinsed off thoroughly by 
using a garden hose. As soon as 
the surface is dry, it is ready to 
paint. 

The first coat to be applied to 
the siding should be a primer coat 
using a primer especially designed 
for painting aluminum. After the 
primer coat has been applied, the 
building can be finished using one 
or two coats of any good exterior 
paint. 

METHOD OF APPLICATION 

FOLLOWING is the method of 
application advised for aluminum 
siding. Establish a_ level line 
around the entire structure so that 
the starter strip will lap at least 
14% inches over the bottom of the 
sill and the masonry foundation, 
thus forming a weather tight seal, 
eliminating the necessity of a water 
table and drip cap. 

The started strip should be 
wrapped around the corners and 
lapped on straightaway, the hooked 
edge of the starter strip to be cut 
as shown. With the starter set 
level and securely nailed, you are 
ready to apply the siding. 

The siding may be started from 
iny corner, always working from 
‘ight to left. If metal corner caps 
are to be used instead of wood 
corner boards, the siding must be 
started three-quarters of an inch 
from the intersection of the corner 
to permit the corner caps to be 
shoved up into place and nailed at 
the top. Shove the siding up, so 
that the lock at the butt of siding 
engages the clips into the top seam 
of the siding and nail to the studs 
at 16 o.¢. 

Be sure to nail the clips at the 
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CLOSEUP of a house with the aluminum siding job completed. 
Sheathing may be eliminated on new construction, helping speed 
construction and affording a money saving. 


corners back two and three-quar- 
ters inches from the corner to avoid 
interfering with the corner fittings. 
The left hand end of each piece of 
siding has a bead reinforcement 
stamped in approximately one inch 
from the edge for the purpose of 
stiffening the lap joint. 

BEFORE clipping each piece of 
siding in place cut off the top 
crimped edge back one inch, thus 
eliminating the bulge at the joints. 
The joints should be staggered as 
you would for any type of facing 
material. 

It is recommended that where 
six-inch and wider siding is used 
that a two-inch piece of wood lath 
be nailed to the studs along the 


APPLYING aluminum siding at outside corner. / 
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edges of door and window frames. 
This will eliminate any chance that 
the siding may be bent or dented. 
Be sure that the siding fits up into 
the drip slot in sills of doors and 
windows. Due to the variation of 
the heights of windows and doors, 
the siding may not always work out 
to come even with the top of the 
drip caps. Always flash over the 
top of windows and doors. 

Terminating the siding at the 
roof or cornice line is: done in the 
same manner as used in wood con- 
struction. When all siding has been 
installed, it is recommended that 
the joints be caulked along the sides 
of window and door frames, using 
a gun with a good grade of caulk- 
ing mastic. 
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Make Money with these Hardwoods 
Sell Them BY THE PIECE! 








PLYWOOD & SPECIALTIES 


We would appreciate your visiting us 
in this Booth at the Midwest Lumber 
Dealers Conventions. .. . 

AETNA PLYWOOD & VENEER 


1732 ELSTON AVENUE - CHICAGO 22. ILLINOIS 








Send for “TELEPLY TICKER" Stock List Today! 











SERED: SLES LEAL ARAL 


LOW APPLIED COST NO WASTE! 


No batten strips...no rips...no tears...notime it’s a cottage or a mansion, Sisalkraft gives every 
lost — that’s the reason why Sisalkraft matches all home an extra measure of protection against mois- 
other building papers in low applied cost. Whether ture, wind, dirt and dust. 


The SISALKRAFT Co., 205 W. Wacker Drive, Chicago 6, Ill. 


Manufacturers of Sisalkraft for sheathing, Copper Armored Sisalkraft for all 
concealed flashing, Sisalation for reflective insulation and moisture barrier. 
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Whither Employee Education? 


An important key to the improving of dealer-customer relations 
is development and education of the store and yard personnel. 


Ts ERA OF controls is pass- 
ing. In this period of respite, 
as we find the industry poised on 
the brink of a head-long plunge 
into competitive economy, it is well 
to reflect upon the steps which must 
be taken to prevent the engulfing 
of a given retail lumber business. 

Much has been said about the 
need for improved customer rela- 
tions. The phase of this improve- 
ment which involves modernizing 
and renewing the store and yard is 
most important and much material 
is available for the guidance of 
the dealer on this point. Equally as 
important in improving customer 
relations is the development and 
education of the yard personnel. 
This development covers the knowl- 
edge of products being sold and the 
ability to sell them. The education 
includes the acquisition of the 
equipment and understanding nec- 
essary to perform properly the task 
assigned. 

Without enlightened employees, 
the transaction with the customers 
becomes one of supplying what the 
customer requests. With proper 
training and development the em- 
ployees can interpret the customers’ 
needs and adequately fill them, with 
a satisfied and repeat customer as 
an end result. 


The National Retail Lumber 
Dealers association, Washington, 
D. C., is one of several groups 
which are making available to the 
lumber dealer and his employees 
the tools and equipment for acquir- 
ing the training which has been 
judged so important in the period 
ahead. Through its 31 affiliated as- 
sociations the national has offered 
the industry a complete brush-up 
and survey course known as the 
30-day course in retail lumber 
training. This is available in Many 
of the nation’s outstanding colleges 
and universities. 


By MARTIN N. CHAMBERLAIN 


This course covers the subject 
matter adjudged by a select group 
of retail lumber dealers to be the 
fundamental knowledge which they 
would want their employees to have. 
At the college, the subjects are 
taught by leading faculty members 
and by men from industry particu- 
larly experienced and otherwise 
qualified to teach in their field. The 
classes are held during the day 





MARTIN N. CHAMBERLAIN, director of edu- 
cation, NRLDA. 


with frequent field trips scheduled 
to break up a long lecture-frilled 
day. Application for the course is 
properly made through the regional 
or state lumber dealers association. 

_Also at the colleges are the four- 
year courses leading to a degree of 
bachelor of science in light con- 
struction engineering and market- 
ing. Some 25 different universities 
and colleges offer this course as a 
result of stimulation from the in- 
dustry. 

For those employees unable to at- 
tend school, the national associa- 
tion is preparing a home-study 
course which will follow closely the 
subject matter covered in the 30- 
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day college course. This will be 
prepared so that the individual em- 
ployee can take the course on his 
own initiative or that an employer 
can conduct a night class for a 
group of his men. It will be pos- 
sible to present the course through 
trade schools in communities where 
20 or more employees can get to- 
gether for one or two nights a 
week. The course will be satisfac- 
tory for use as related training for 
on-the-job training. This course 
will provide a set of textbooks as- 
sembled as a kit and available to 
the dealer as a reference library 
or as active texts for courses. 

Available now are correspondence 
courses from the International Cor- 
respondence schools at Scranton, 
Pa., and the American Technical 
society in Chicago, which cover 
most of the subject matter con- 
tained in the short course. 

It has been said by the indus- 
try’s leading thinkers that our out- 
standing need is for an improve- 
ment in the industry public. rela- 
tions picture. The best point to 
wage this campaign is right in the 
retail building products store at 
the point of sale. 

The buying public will exhibit 
confidence in the informed and 
courteous salesman and will believe 
the industry story when told by the 
salesman who has gained this con- 
fidence. In order to save our huge 
business potential for ourselves, 
we must as an industry, learn our 
story and continue to Jearn as we 
go along. Only in this way can we 
gain the confidence of the consum- 
ers whose benevolent interest is 
necessary to our survival as an 
industry. The utilization of the 
many employee training programs 
available to all dealers in a form 
to suit every need is the real an- 
swer to the public relations chal- 
lenge and the key to the future of 
the industry. 
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How the New Housing Program 


Will Affect the Retailer 


Government controls over hous- 
ing are being relaxed. A few re- 
main and are technically in effect; 
they are supposed to continue until 
the middle of the year but most 
likely will be swept out before that 
time. 

The new rules, known officially 
as “Housing Permit Regulation 
Under Veterans’ Emergency Act 
of 1946” but called usually “HPR,”’ 
went into effect the day before 
Christmas. After that date, no 
further authorizations are to be 
issued under HEPR-5. 


HPR DETAILS OUTLINED 

HPR is doubtless known to you, 
but a few items are mentioned 
here, for the record and as back- 
ground for predictions about the 
future: 

HH priorities issued before the 
effective date of the Permit Reg- 
ulation will be protected. How- 
ever, if the builder hasn’t begun 
construction of dwellings for which 
he’s authorized to use an HH rat- 
ing, under HEPR-5 or PR-33, he 
may return his approved applica- 
tion and ask for a permit under 
HPR. If he decides to use the 
rating, he’ll be bound by all condi- 
tions of this rating in force when 
it was issued. 


CONSTRUCTION PERMIT 

APPLICATION for a construc- 
tion permit may be made by either 
a veteran or a non-veteran who 
wants to build for his own occu- 
pancy or by a builder who wants 
to erect dwellings to which veter- 
ans will be given preference in 
selling or renting. 

Applications for permission to 
build are to be. made to State or 
district offices of FHA; save for a 
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few special cases. Note that ap- 
plications for farm dwellings are 
no longer filed with County Agri- 
cultural Committees. They go to 
the FHA. 

You know the rest of the reg- 
ulation. Permits are apparently is- 
sued almost automatically, when 
the applications are received. Dol- 
lar limitations have been removed, 
save in instances where added 
space is to be attached to an exist- 
ing house. Two important limita- 
tions are that the house must be 
for year-around occupancy and is 
not to have in excess of 1,500 
square feet of floor space. 


TWO POINTS TO NOTE 

TWO points your customers need 
to note. First, no more priorities 
for materials, except those issued 
before Christmas of last year. Sec- 
ond, it takes an official permit to 
do any kind of new building, not 
only houses but stores, offices, fac- 
tories and the like. This includes 
remodeling to add living space to 
dwellings; does not include repairs 
to a dwelling at a cost of less than 
$400. 

Industry is disappointed over 
the 1,500-foot limitation, had hoped 
for 1,800. American Legion had 
asked for 2,500. Reason for the 
larger request was to give build- 
ers some much needed leeway. Rea- 
son for the lower figure, to check 
a possible swarm of high-cost stuff 
at a time when veterans are vocal 
for lower-priced homes. 


NO INVENTORIES YET 
SOME eastern distributors are 
not trying to accumulate lumber 
inventories, not at current prices. 
They buy to cover firm distribution 
commitments, in which delivery is 
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immediate. 
pect much lower lumber prices, un- 7 
less there’s an unexpected buyers’ 
strike against construction costs. 
But they don’t expect higher prices, 


either. So in the East there’s no 
earnest effort at the moment to 
build up large construction lumber 
inventories. 

If you want to set up as an eco- 
nomic crystal gazer, note a couple 
of lights and shadows within the 
ball. First, if the present strength 
of savings, production capacity and 
national demand could be set to 
work in the national pattern of a 
generation ago, we’d have a large 
and long period of prosperity. Sec- 
ond, because national resources are 
so fully capitalized and anticipated 
trends are so fully discounted in 
advance, the economy of the coun- 
try is much more sensitive. That’s 
why the unknown course of labor 
is so important. 


LABOR’S DEMANDS 


THERE’LL be some strikes, prob- 
ably some big ones. A few labor 
leaders are so deeply committed 
that they’d lose control of their own 
men if they didn’t carry through. 
However, most unions will settle 
for much less than the current de- 
mands, knowing that a_ serious 
strike could destroy the organi- 
zation. 

A good many employers will 
grant some added wage increases, 
without strikes. It’ll be tough go- 
ing for the two sides to get to- 
gether. A good many will. Some 
will not. But there’s a real desire 
in most quarters to avoid labor 
wars. 

Union leaders in building trades 
are indicating that the wage de- 
mands they make will be relatively 
small. . They will work longer 
hours,. asking overtime pay of 
course, but this should really re- 
duce'the cost of building by reduc- 
ing overhead and increasing work- 
gang efficiency. 
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Portable Power Saw 


A new portable electric saw is 
announced. Among its features is 
an elevating mechanism, employing 
a 20 degree triple thread screw for 
faster, accurate positive adjust- 
ment of depth of cut. There are 


ground aluminum bronze threads 
on the elevator screw. The eight 
inch blade will make a 2% inch 
straight cut and will saw a two inch 
plank with a 45 degree angle cut. 
Designed for one-hand operation, 
the saw has a plastic auxiliary 
handle that can be used on verticle 
cuts and to pull the saw through 
at the end of a cut. It is equipped 
with a telescoping guard which can 
be retracted and locked out of the 
way. A small. blower blows dust 
away.’ For further information 
write American Floor Surfacing 
Machine company, Dept. AL&BPM, 
Toledo, Ohio. 


Aluminum Awning Book 
The Air-Conditioned Awning is 


the title of a new illustrated book- * 


let on’ Koolvent ventilated alumi- 
num awnings. It presents the ad- 
vantages of these awnings. They 
are designed for year around serv- 
ice. Built of aluminum, they are 
said to provide permanent protec- 
tion. Featured in the booklet are 
full color photographs of actual in- 
stallations. These _ illustrations 
show how the awnings harmonize 


with all types of architecture. Also ° 


included are complete details about 
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the design which prevents the 
formation of heat pockets. A copy 
of this booklet may be obtained by 
writing Kool-Vent Metal Awning 
corporation of America, Dept. 
AL&BPM, Keystone building, 
Pittsburgh, Pa. 





When writing for new literature 
or further details about products 
described here, please mention AMER- 
ICAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER as the 
source of your information. 
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New Window Stays 


With four Air-Tite Window Stays 
on each sash weights or balances 
are not used. The spring plunger 
of each stay exerts 18 pounds of 


— 
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pressure. Properly installed, the 
stays are said to press sash 
firmly to parting beads and bring 
check rails tightly together. Yet 
there is no binding for the spring 
plunger automatically adjusts to 
wood contraction and expansion. 
In heat or cold the simple mechan- 
ism gives each sash a weather- 
strip fit said to eliminate dust 
and draft. One size can be fitted 
to any standard window. For 
further information about these 
Air-Tite Window Stays write Air- 
Tite Window Stay company, Dept. 
AL&BPM, Chicopee, Mass. 


Turret-Type Industrial Truck 


Use of the swiveling gun turrent 
principle has resulted in a new type 
of industrial truck. It combines 
the mobility of a rolling ball with 
the power needed to move heavy 
loads. The automatic transmission, 


which shifts down for heavy loads 
and gears up for light pulling, and 
the automatic clutch which engages 
smoothly and automatically, elim- 
inate gear shifting. The operator 
is said to need only to feed gaso- 
line to go and apply his brake to 
stop. No reverse gear is needed, 
since the Turret turns completely 
around. Fleet operators can have 
a spare Turret which can be in- 
stalled in a truck in less than 30 
minutes in case of a power break- 
down. For further information 
write Salsbury Motors Inc., Dept. 
AL&BPM, Pomona, Calif. 


Midget Furnace 


The Stewart-Warner South Wind 
home heating unit is a gas-burning 
unit about the size of a suitcase. It 
is said to be easily installed in three 
hours or less by one person, occu- 
pies no otherwise usable space in 
a home, and gives automatic heat- 
ing without a large and costly cen- 
tral heating plant. The sealed flame 
system makes it possible for it to 
burn the fuel in a confined, sealed 
space, which permits small, sealed 
metal tubes for venting the unit, 
instead of a chimney. Each unit 
is said to have a capacity sufficient 
to heat about 2144 rooms. The units 
are small enough so they can be 
recessed in a wall between two 
rooms and distribute the heat to 
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each of the rooms, or it can be 
tucked above the top shelf of a 
closet. The heating unit is 14 
inenes wide, about 30 inches long 
and about 9% inches thick. The 
weight without the cabinet is 45 
pounds; with the cabinet 70 
pounds. In a five-room house one 
unit could heat the bedroom-bath- 
room unit, having its own thermo- 
stat, and the same for the living- 
dining-kitchen area. The heater is 
built of stainless steel. For fur- 
ther information write the Stewart- 
Warner corporation, Dept. 
AL&BPM. 


Motorized Hand Truck 


Featuring a new lift and for the 
first time alternate types of lift— 
ATCO electric lift and ATCO foot 
lift—the 1947 models of the Trans- 
porter motorized hand truck have 
heen announced. To simplify op- 
eration of the new model, all con- 
trols—forward and reverse, speed, 
lift, steering and brake—are so 
arranged that they may be regu- 
lated by one hand and operated 
virtually simultaneously. Guards 
are designed so as to protect the 
lift components from damage dur- 
ing operation and yet leave them 
accessible for maintenance. Fea- 
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ture of the model is a new double- 
position brake. The model comes 
in three units — 4,000 and 6,000 
pound load capacity platform mod- 
els and 4,000 pound capacity pallet 
model. For further information 
write Automatic Transportation 
company, Dept. AL&BPM, 149 W. 
87th street, Chicago 20, IIl. 


Sash Cord Saddles 


Windows are said to work easier 
and smoother when saddles are 
used because they are held by snub- 
bing instead of heavy weights. 
There are no pulleys to jump, or 
sharp flanges. to cut the cord. In- 
stallation is said to be easy because 


there is no mortising and fitting, 
just bore a one-inch hole, which 
holds the saddle tightly. The sad- 
dies are made of specially selected 
kiln dried birch, treated in oil. 
They use standard cord, either No. 
7 or No. 8. For further informa- 
tion write Honeycutt Manufactur- 
ing company Inc., Dept. AL&BPM, 
2715-17 Oak, Kansas City 8, Mo. 


Conveyor Literature 


A newly revised six-page folder 
entitled Your Man Friday describ- 
ing the Stevedor Jr., power belt 
conveyor, has just been issued. It 
includes descriptions and _ photo- 
graphs of all latest developments on 
this belt conveyor, including the ex- 
clusive cablelift elevation device 
which facilitates adjusting the op- 
erating pitch of the belt while 
stacking materials at various levels. 
Also available is a_ single-page, 
double-sided bulletin showing the 
Rapid-Wheel gravity conveyor spur 
curve and the Rapid-Wheel gravity 
conveyor hinged section. Copies of 
these bulletins may be had by writ- 
ing to the Rapids-Standard com- 
pany, Inc., Dept. SH-10 & SB-295, 
$08 Peoples National Bank build- 
ing, Grand Rapids 2, Mich. 





SAWMILLS 
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Do the fast, accurate 
cutting that turns tim- 
ber into cash most de- 
pendably and _ profit- 
ably. 


Features include 
balanced belt feed, 
carriage bearings with 
side adjustment, set- 
works accurate to 
1/32", ells with cut 
steel detachable rack- 
bars, etc. Power units, 
edgers, trimmers, con- 
veyors, and all acces- 
sories. Write for Cat- 
alog 75. 


Branches at Canadaigua, Wil- 
liamsport, Pittsburgh, Harrisburg, 
Easton, Richmond, Charleston, Golds- 
boro, Salisbury, Columbia, Atlanta, 
ee Nashville, and Knox- 
ville. 





Gasoline Appliance Booklet 


Design for Better Living is the 
title of a 24-page, two-color book- 
let offered by the Coleman company 
to those interested in the 1947 line 
of Coleman gasoline appliances. 
The booklet describes and _illus- 
trates the many uses of gasoline 
lamps, lanterns, irons, burners and 
portable cooking units. Special at- 
tention is paid to the G. I. pocket 
stove originally designed and manu- 
factured for the armed forces. A 
civilian model is now available. All 
appliances described in the booklet 
are expected. to be in production 
in 1947. Copies are available from 
the Coleman company Inc., Dept. 
AL&BPM, Wichita 1, Kans. 


Lumber Salvage Tool 


A new tool, trade named Bord- 
Pri, is making its appearance on 
the market to be used in the rec- 
lamation of old lumber in razing 
jobs. Lumber removed with this 


new tool is said to remain usable 
for other installations. It lifts 
flooring, siding, roofing and other 
wood. Not only does it take off 


ordinary planking, but also lifts 
adjoining pieces of tongue-and- 
groove flooring and shiplapped sid- 
ing. When butted against the 
boards to be removed, the tool hugs 
adjacent studding and the extended 
lips support it for positive lever- 
age when pressure is applied to 
the handle. It has an easy-grip, 
well balanced handle, tough head 
casting, strong lockscrew and freely 
pivoting, flat-surfaced face plates. 
For further information write 
Maco corporation, Dept. AL&BPM, 
Huntington, Ind. 


Western Pine Directory 


A new Western Pine association 
membership directory issued Dec. 
1, 1946, lists 20 new members and 
shows 10 cancellations from the as- 
sociation roster. This replaces the 
Feb. 15, 1946, issue and gives cur- 
rent data for each of the mills in- 
cluded. The names of member mills, 
located in ten western states and 
British Columbia, are listed alpha- 
betically by states. It shows the 
location of individual plants; the 
estimated capacity of mills for one 
eight-hour shift; the addresses of 
sales offices and production percent- 
ages of Idaho white pine, Ponde- 


rosa pine, sugar pine and associated 
species. Single copies will be 
mailed free of charge upon re- 
quest to Western Pine association, 
510 Yeon building, Portland 4, 
Ore. 


Portable Electric Hoists 


A new line of roller-chain elec- 
tric hoists of %4, % and one ton 
capacity, has just been announced. 


The one-ton hoist weighs only &7 § 


pounds. It utilizes a simple, 
double-reduction, totally enclosed, 
worm-gear drive, which makes pos- 


a 





sible the hoist’s compactness and 
light weight. Precision ball bear- 
ings are used throughout. The hoist 
frame is a steel casting. A pat- 
ented self-energizing motor brake, 
which does not require adjustment, 
interlocks with the controller to 
provide safe operation... It can be 
operated in an inverted position. 
Bulletin H-100, describing the 
Whiting hoist is available upon 
request to the Whiting corporation, 
Dept. AL&BPM, Harvey, IIl. 








WINTON LUMBER SALES CO. Fshay’'Jower.MINNEAPOLIS 2,MINN: 
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Quality Lumber 
~ for 58 Years... . 
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CALIFORNIA SUGAR PINE 
WESTERN WHITE SPRUCE 
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“MARKET ANALYSIS 


Market Prices Unsettled; 
Stiff Resistance Encountered 

Widespread reports indicates the market continues 
unsettled and will possibly remain so for several 
months. Reports from some of the producing sections 
show that manufacturers are reluctant to sell, prefer- 
ring to see where prices will settle. 

Retailers, on the other hand, unless they are in dire 
need of lumber, continue to wait. The result is that 
comparatively little lumber is getting into consumer 
channels beyond what is really needed. 

Mills generally are not selling their inventory, pre- 
ferring to accumulate stocks until early this year to 
see where prices will settle. Stiff resistance was re- 
ported to high prices in many areas. 

SEEK MIXED CAR ORDERS 

Some of the mills with heavy stocks of hardwoods 
are resorting to tie-in sales, offering yellow pine with 
hardwoods on mixed car orders. Wholesalers are able 
to get a commission on moving hardwoods but nothing 
on yellow pine. 

In Kansas City, for example, No. 2 and better Yellow 
Pine in one-inch and two-inch sizes is going at $80 and 
better. Inch hardwoods were reported to be retailing 
from $65 to $75. Drop siding was quoted as high as 
$100 per thousand. 

By and large the market was showing favorable re- 
action to the lifting of controls. Rough, green lumber 
from the smaller mills was reported a drug on the 
market in Louisiana at $40 per thousand. A good many 
small mill operators were reported trying hard to sell 
their plants to dealers at prices which would have 
found many buyers a few months ago. 

The large mills, according to reports, are not finding 
southern dealers in the $75 per thousand buying class. 
This resistance was reported spreading to the east and 
mid-west. 


Current Statistics on 
Output and Distribution 


Lumber shipments of the 400 mills reporting to the 
National Lumber Trade Barometer were 3.5 percent 
below production for the week ending Dec. 14, 1946. In 
the same week new orders of these mills were 1.8 per- 
cent below production. Unfilled order files of the re- 
porting mills amounted to 57 percent of stocks. For 
reporting softwood mills, unfilled orders are equivalent 
to 24 days’ production. For the year-to-date, ship- 
ments of reporting identical mills were 0.4 percent 
above production; orders were 0.4 percent below pro- 
duction. Compared to the average corresponding week 
of 1935-1939, production of reporting mills was 24.8 
percent above; shipments were 30 percent above; 
orders were 7.2 percent above. Compared to the cor- 
responding week in 1945, production of reporting mills 
Wis 28 percent above; shipments were 20 percent 
above and new orders were 31.7 percent above. 


Western Pine 


Eighty-one mills reporting to the Western Pine As- 
sociation for the week ending Dec. 14, 1946 cut 51,149,- 





For low-cost housing 


PAR-TOX 


wood treatment assures lifetime 
freedom from the ravages of rot 
or termites. 





For a tight sash seal that prevents 
infiltration of moisture and cold 


air — use 


PARKER'S 
PRIMERLESS 
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IRA PARKER & SONS CO. 


OSHKOSH, WISCONSIN 


More than 75 years 
of service tothe sash 
and door industry... 
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SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Products of J. A. MATHIEU, Ltd., Rainy Lake, Ont 
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000 feet. The same week a year ago the cut was 31, : 
047,000 feet. Shipments were 49,115,000 feet com. S: 
pared with 35,552,000 for the identical week one year but 
ago. Orders for the week amounted to 45,451,000 —-% 
feet compared with 30,017,000 for the same week to t 
one year ago. Unfilled orders on file at the end of in b 
the week amounted to 169,759,000 feet compared with aie 
228, 286,000 feet last year. Gross stocks stood at 636,§ rs 
861,000 feet compared with 604,001,000 feet last year, as 
DOE 
Southern Pine 2 
Production of Southern Pine by the 111 mills report-| yet 
ing to the Southern Pine association for the week end- Den 
ing Dec. 14, 1946 amounted to 19,846,000 feet. This # lem 
was 7.11 percent below the three-year average for the thei 
THE KIND OF PLANER same mills. Shipments for the week of Dec. 14 L 
amounted to 16,241,000 feet or 18.16 percent below ume 
YOU HAVE LONG WANTED! production. Orders placed during the week amounted hig: 
Big enough to handle all of a lumber com- to 18,325,000 feet or 7.66 percent below production. effe 
pany’s ee et a — —— by 
accura orme;r: obdidinabie oO wi 6 * 
larger pe eg "A husky melon with In- Northern Pine Be 
dia Gumantoas acai sana me’ Production of Northern Pine by the five mills re- thor 
highest quality work. Priced way below the | Porting to the Northern Pine Manufacturers Associa- OP. 
larger machines. Write for details. tion for the week ending Dec. 14, 1946 totaled a flat sect 
zero. The same week a year ago the cut was also zero. in t 
Shipments during the current week were 1,400,400 feet and 
MACHINE WORKS compared with 1,505,000 feet a year ago. New busi- F 
238 Eighth St. Holland, Mich. | ness booked amounted to 1,565,000 feet. Unfilled orders gan 
Dec. 14 stood at 3,310,000 and gross stocks were pre 
34,180,000 feet. hav 
cre. 
Douglas Fir hav 
WANTED to BUY Expanding production in Douglas fir sawmills in ed 
Washington and Oregon had boosted the 1946 lumber . 
output through November, 1946 nearly 100,000,000 bee 
L U nA 8 é R board feet over that for an equal period in 1945, H. V. thr 
Simpson, executive vice president of the West Coast ble 
Lumbermen’s Association, announced. are 
WE ARE USING 200,000 FT. LUMBER DAILY He disclosed that up to December 1 a total of 5,543,- 
IN OUR TWO PLANTS. CAN USE THE FOL- 868,000 board feet of lumber had been produced as ope 
LOWING: against 5,446,589,000 during a similar period in 1945. fey 
to | 
1x4 and wider, Pine, S4S, random Lengths. NEW MILLS OPERATING to 
1x4 and wider, Pine, SHIPLAP, random Lengths. ’ . 
1x6 or 1x8 Pattern 105, NOVELTY SIDING. Random “This is the first time during 1946 that cumulative ml 
: em rae production has surpassed that of 1945,” Simpson said. § - 
ox8, eg 4S, oe aioe ieee “This is encouraging to the building industry generally ” 
2x8, Pine, S4S, random lengths. and leads logically to the expectation that 1947 produc- 2 
Lumber can be green or dry, will cash for an tion will be even greater. “a 
vor Ng aenilindilipsaiuan, , pay ¥ “Logs are in good supply and existing sawmills will oy 
be able to continue peak production during the winter. “ 
In addition, there has been a substantial increase in the | 
FLOORI NG SASH number of new mills working in mature stands of tim- 
ber in southern Oregon.” : 
MOULDINGS DOORS The West Coast report showed that average weekly $1 
' ae production in November was 115,217,000 board feet, « ve 
WIRE, OR TELEPHONE HADDON HEIGHTS 2-6038 slight decrease from October’s 122,579,000 due to the 7 
Thanksgiving vacation. November’s weekly average se 
was 79.5 percent of the 1942-45 average, a period of the oh 
CENTURY PRE-FAB CORP. — — oe the nica A henry ‘ 
ovember orders average ,202,000; shipments = 
HADDON HEIGHTS, N. J. 111,545,000; weekly averages for October were: orders a 
SELMA, N. C. 124,897,000; shipments 113,815,000. Orders for 48 
weeks of 1946 break down as follows: rail, 3,848,- 
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214,000 board feet; domestic cargo, 685,897,000; ex- 
port, 266,025,000; local, 688,991,000. : 

The industry’s unfilled order file stood at 543,918,000 
at the end of November; gross stocks at 474,604,000. 


In the Market Centers 


SEATTLE—Potential demand is as great as ever, 
but actual orders show some decline. This is due to 
seasonal slowing of construction, reluctance of mills 
to take orders until old ones are cleaned up and caution 
in buying on the part of big buyers who want a settled 
price and reluctance of wholesalers and retailers to in- 
crease inventories at this time. 

Dimension is moving at $20 to $25 over ceiling; 
boards from $25 to $30 and uppers from $30 to $60. 
Shingles sell at from $7.50 to $12. 

TACOMA—Removal of price ceilings has not as 
yet had much effect upon the Tacoma lumber market. 
Demand continues to be good and the principal prob- 
lem confronting manufacturers is that of shipping 
their product. 

Log shipments continue to reach here in good vol- 
ume, although snow is beginning to accumulate in the 
higher hills. Log buyers will soon start to feel the 
effect of an increase in minimum rates for hauling logs 
by truck. 

MEMPHIS—Prices of southern hardwoods have re- 
mained fairly stable during the past few weeks, al- 
though quotations represent substantial increases over 
OPA ceilings. Four quarter plain white oak firsts and 
seconds remain constant around $135; No. 1 common 
in the same thickness about $85; No. 2 common at $60 
and 3-A at $50. 

Prices of oak flooring have risen about $10 per thou- 
sand and are expected to go much higher now that 
premium payments for flooring oak and oak flooring 
have gone off. The rise will be accentuated by the in- 
creased freight rates. Oak flooring manufacturers 
have been able to get as much flooring oak as they 
could dry and process. Production, prior to Christmas 
week was in excess of 7,000,000 feet a week. 

Sash, door and millwork are high and hard to get 
because of the tremendous demand. The South is going 
through its greatest home building era and the scram- 
ble for building lumber continues. Stock sash and doors 
are nonexistent. ’ 

KANSAS CITY—An unusual situation has devel- 
oped in the Southwestern lumber market in the last 
few weeks. On the one hand, producers are reluctant 
to sell until early this year while retailers do not want 
to buy because of the unstable price structure. Those 
mills which desire to sell stock find they are unable to 
ship because of the transportation shortage. 

Oak flooring prices cover a wide range and the mar- 
ket generally is not established. The large operators are 
attempting to maintain some semblance of a market 
by limited offerings at 10 to 20 percent over OPA ceil- 
invs. For example, 25x32 by 214 inch Victory grades 
are going at $115 to $125, but many mills are quoting 
such flooring at $200. In the case of selects, which 
ad a former ceiling of $113.50, some is moving at 
125 to $140, but the general asking prices range from 
220 to $250 per thousand. 

MINNEAPOLIS—The market is still thoroughly up- 
set as to price standards and buyers are doing consid- 
erable looking around except in emergencies. The 
renge in softwoods is said to run as high at $75 over 
former OPA levels in some instances while in many 
cases the dealers are able to get supplies at from $25 
to $50 over the old ceilings. 

BALTIMORE—Producers of Southern Pine, espe- 
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Manufacturers 

and Wholesalers 
OF 

, SPECIAL LUMBER PRODUCTS 


Anything Made From 
Western Lumber! 


WE MANUFACTURE 
AND SPECIALIZE IN 


Furniture Dimension 

Glued-Up Stock 

Carpenters’ and Special 
Mouldings 

Venetian Blind Siats, 
Rails and Fascia 

Ready-to-Assemble 
Furniture Parts 

Industrial Shook 













Remember, too, 
WE WHOLESALE 


Hemlock 
“-. 5 Douglas Fir 
- Sitka Spruce 
Ponderosa Pine 
and other West Coast Woods 


CABLOAD QUANTITIES ONLY 


Address all correspondence 
to our Kansas City Offices 
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Menvtoctorers ond Whelesclers 1635 Dierks Bldg., Kansas City 6,Mo., Victor 4143 
Member of Western Pine Ass'n., National Wooden Box Ass‘n., Ponderosa Pine Woodwork, 
National-American Wholesole Lumber Ass‘n. 


West Coast Office: 910 Porter Building ©@ Portland 4, Oregon 
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rbll- Purpose WINDOW MATERIAL 
a Because 


ee 9 
pre-sold ae 8 by 

CONTINUOUS NATIONAL MAGAZINE 

and RADIO ADVERTISING — 


Powerful magazine and radio ads constantly hammer — 
home R-V-LITE’S 60% “Vitamin D” sun-ray transmis- » 
sion, transparency, protection, long life and low cost. 
In homes and on farms the country over, R-V-LITE 
7 150’ sales are easy! 





FREE Dispensing Display Rack and 
effective selling helps. 
ORDER FROM YOUR JOBBER NOW _. 


Manufactured Exclusively by 


rN A'S @ieo} ite) y- vile). 


3472 N. Kimball Ave. Chicago 18, Illinois 












KT IZ SIZ 
AERI EAN FRAUSSES 


. » » provide for 


LONG, CLEAR SPANS 


IN YOUR BUILDING ... 


American Roof Trusses give a sweeping expanse 














in any building . . . 
of clear floor space, wall to wall. Perfectly suited 
for garages, hangars, bowling alleys, supermarkets, 
factories—almost every type of indus- 
Elim- 


inate costly, inconvenient beams and columns with 


warehouses, 


trial, commercial, or recreational building. 
American Roof Trusses—get room to move around 


in! Safe! Economical! Spans to 150 feet—custom- 


built for your needs anywhere in the United States. 


Send for Catalog today 


AMERICAN ROOF TRUSS CO. 


6846 Stony Island Ave. 282 West Santa Barbara 
Chicago 49, Illinois Los Angeles 37, Calif. 


Phone: Plaza 1772 Phone: Adams 1-852 


: 5% Gi: Growing Timber for 
: Your Future Needs 


Since 1904 Urania has been carry- 
ing on scientific forestry — and 
now has more than 110,000 acres 
growing timber for your future 
needs. 

All Urania logging is under the 
supervision of a graduate for- 
ester. Normally spaced sound 
Pines are not considered for cut- 
ting until they reach a minimum 
diameter of 12 inches — hard- 
woods 1/4 inches. Trees with best 
poven are left to grow larger. 
he others are cut to make room 
for the ever oncoming seedlings 
and saplings that will provide 
your future Urania lumber. 

















cially of the short leaf variety, continue to report that 
they are sticking close to the $18 per 1,000 feet set 
after the first spurt following the cancellation of ceil- 
ings, although some producers may ask more. A dif- 
ferent situation is noted when it comes to the hard- 
woods of the Appalachians where a fairly steady rise 
is noted. 


Convention Season Preview 
(Continued from Page 47) 


sponsored with the Minneapolis Builders exchange. 

Although many of the government restrictions ham- 
pering building have been lifted, speakers will continue 
to emphasize the part the retailer can play to main- 
tain the freedom of the industry. Martin L. Coffey, 
sales manager, Miami Cabinet division, Philip-Carey 
company, Middleton, Ohio and a former vice com- 
mander of the American Legion, will speak at several 
conventions on the part the Legion intends to play in 
the Nation’s housing program. 


APPLIANCE FIELD 


WITH production of appliances on the upswing, 
many dealers will be giving careful consideration to 
this field. Ralph W. Carney, sales manager, The Cole- 
man company, Wichita, Kan., addressing the Louisi- 
ana convention last year, divided building materials 
dealers into three categories insofar as appliances 
are concerned: 1. Those who already sell appliances; 
2. those who will never sell appliances; 3. those who 
are undecided at present. 

Speakers this year will show dealers how they can 
follow Carney’s advice: “Sell not only the floor; walls 


and roof, but also the things which go into the house § 


to make it a home.” 

Several associations are planning special entertain- 
ment features. Carolina has scheduled a get-together 
breakfast of old-timers. At this gathering an ap- 
propriate prize will be given the dealer who brings 
the most historical data which will be used in prepar- 
ing an official history of the association’ s 25th anniver- 
sary in 1948. 
tion's 25th anniversary in 1948. 

The convention of the Middle Atlantic Lumbermen’s 
association, Atlantic City, Claridge hotel, is built 
around three main topics: education and personnel 
management; merchandising and packaged electrical 
living. 

Personnel management and training will be the 
theme of the first day’s discussion. Speakers will in- 
clude W. C. Bell, chairman of the NRLDA education 
committee and Norman P. Mason, president NRLDA. 
O. C. Cool, president of the Labor relations institute, 
New York, will talk on labor relations in the retail 
yard. 

Merchandising is the theme of the second day’s ses- 
sion. Speakers will be Arthur A. Hood, editor, AMER- 
ICAN LUMBERMAN & BUILDING PRODUCTS MERCHAN- 
DISER; Meade Johnson, sales promotion director, Yale 
& Towne, Stamford, Conn.; Randolph Evans, AIA 
architect who will speak on the industry engineered 
home, and Jerry Haley, Norm, Inc., who will speak on 
advertising. 

Experts in the field of electrical appliances will high- 
light the third day’s program for which the theme is 
packaged electrical living. Vernon E. Vining of West- 
inghouse will be chairman of the program. Other West- 
inghouse speakers will include W. R. Arbuckle who 
will talk on packaged kitchens; Carl Bredahl, who will 
talk on The Electrical Department in the Lumber Yard, 
and F. R. Adair, who will speak on Lighting. 
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E. W. Daniels Named NAM 
Director from Washington 


E. W. Daniels, president of Har- 
bor Plywood corporation, Hoquiam, 
Wash., and chairman of the man- 
agement committee of Douglas Fir 
Plywood association, has been 
elected a director from Washington 
state of the National Association 
of Manufacturers. 

He has been so honored, accord- 
ing to an announcement from NAM 
headquarters, New York, because 
of his “qualities of leadership and 
reputation as an outstanding in- 
dustrialist.”’ 


Charles Plant is New Head 
of Red Cedar Shingle Bureau — 


Charles Plant, Bloedel, Stewart 
& Welch, Ltd., Vancouver, B. C., 
was elected president of the Red 
Cedar Shingle Bureau at the 30th 
annual meeting held in Seattle, Dec. 
18. He succeeds R. A. Wilde of 
the Pacific Timber company, Ever- 
ett, Wash., who served as president 
for two years. 

Jess Schwarz, Kelso, was elected 
vice president and W. W. Wood- 
bridge, Seattle, was re-elected sec- 
retary-manager. 


HOUSTON + 


GRATELESS 
AIR COOLED 


REFUSE 


yvO4SIPmamZz—-NnZ- 


ENGINEERING SERVICE & ESTIMATES | 
FURNISHED WITHOUT CHARGE 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 
HOUSTON 1, TEXAS 
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Those elected to the board of 
trustees were Dale Craft, Raymond, 
Wash.; C. C. Rose and R. D. 
Mackie, Aberdeen; Paul R. Smith 
and Keith Fisken, Seattle; E. R. 
Scott, Edmonds, Wash.; P. H. Ol- 
well, M. J. Willett and Wm. Hul- 
bert, Everett; J. A. MacKenzie, 
Fraser Mills, B. C.; N. A. English, 
W. H. McLallen and H. V. Whit- 
tall, Vancouver, B. C. 


George H. Ellis, Inventor of 
Structural Insulation, Dies 


George H. Ellis, 80, consultant 
engineer for the Insulite division 
of Minnesota and Ontario Paper 
company since 1924, died Novem- 
ber 23. 

While retired from active duty 


George H. Ellis 


with the company, Mr. Ellis con- 
tinued to be a member of the re- 
search department until his death. 

Mr. Ellis had been closely iden- 
tified with the manufacture of in- 
sulation board since he invented 
structural insulation in 1906. Pro- 
lific inventor and designer of ma- 
chinery, he was known for his work 
in both the insulation and farm 
machinery fields. 


American Standards Association 
Names Officers for Coming Year 


Frederick R. Lack, vice presi- 
dent of Western Electric company 
will be president of the American 
Standards association for the com- 
ing year. 

Mr. Lack succeeds Henry B. 


Evans, executive vice president of 
the Philadelphia Electric company, 

George H. Taber Jr. will be vice 
president of the association. He is 
executive vice president of the Sin- 
clair Refining company. 


Julius Seidel, President 
of St. Louis Company, Dies 


Julius Seidel, 79, president of 
the Julius Seidel Lumber company, 
St. Louis, died at his home Decem- 
ber 15. He had been president of 
the company since it was founded 
in 1903. 

Seidel was first attracted to the 
lumber business in 1882 when he 
started working for the Euclaire- J 
St. Louis Lumber company. He re- 
mained with Euclaire until he or- 
ganized his own business in 1903, 
which business rapidly flourished 
under his expert guidance. At the 
time of his death he was Seer of 
the House of Ancients and the 
oldest living past president of the 
Concatenated Order of Hoo-Hoo. 


Northwestern Hardwood 
Lumbermen Elect Officers 


The 58th annual meeting of the 
Northwestern Hardwood Lumber- 
men’s association was held in Min- 
neapolis on Dec. 14. 

The following officers were elect- 
ed for 1947: 

President—C. C. Campbell gen- 
eral manager, N. W. Hardwood 
ccmpany, Minneapolis. 

Vice president—Thomas F. Wall, 
general manager, Webster Lumber 
company, St. Paul. 

Treasurer—D. F. O’Leary, presi- 
dent and manager, Pioneer Lumber 
& Elevator company, Hopkins, 
Minn. 

Secretary—A. F. Wellsley, own- 
er, A. F. Wellsley Lumber com- 
pany, St. Paul. 


Minnesota Linseed Oil Paint 
Company Honors Employees 


Minnesota Linseed Oil Paint 
company, Minneapolis, had a cele- 
bration December 3 to honor em- 
ployees who had worked for the 
company over a long period of 
years. 

As the oldest employee, Hugh L. 
Wakefield, senior vice president, 
who has been with the company 58 
years, spoke on the early history 
of the paint industry and the com- 
pany. Ole Halvorson, a veteran of 
43 years, represented the oil mill 
division. Sigvald K. Kleppe re 
signed as dean of the paint and 
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varnish division with a record of 
84 years of service. 

Of the 150 employees who 
received award pins and certifi- 
cates, 38 had a record of 25 years 
or more With the company. Sixty- 
two served 10 to 25 years. Fifty 
were awarded for service from five 
to {0 years. 


Gulf States Gypsum Company 
Building Modern Texas Plant 
One of the nation’s most modern 
gypsum plants is now being built 
by the Gulf States Gypsum com- 
pany, Houston, at Hockley, Tex., 
for the production of Dixie plaster. 
General manager of the new pro- 
ject is Kent Diehl, founder and for- 


Kent Diehl 


mer president of Gulf Portland Ce- 
ment company, Houston. 

“For the time being,” Mr. Diehl 
states, “the Gulf States Gypsum 
company will concentrate all its 
energies on the one product, offer- 
ing it to the trade through building 
material dealers.” 


U. S. Plywood Displays 
Flexible Wall Coverings 


United States Plywood Corpora- 
tion’s display booth in the 31st 
National Hotel Exposition held re- 
cently at Grand Central Palace, 
New York, contained flexible forms 
of plywood, veneer and glass on 
fabric backings and veneer on 
metal. Also exhibited, for the first 
time, were two new leather ma- 
terials—one for walls, the other 
for floors. 

William H. Sheffield, United 
States Plywood’s division man- 
ager who supervised the booth, de- 
scribed Flexwood as being “so flex- 
ible that it can be wrapped around 
an ordinary pencil.” 

In comparison, Mr. 


Sheffield 
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THIS FREE MODEL 





WILL SELL FOR YOU 








IT’S ALL ON 
THE JAMB 


OVERHEAD 


GARAGE DOOR 
HARDWARE 


BUILDERS like Tavart because any 
carpenter can install it. Done in 5 
simple steps with only a hammer, 
wrench and brace and bit. 


HOME OWNERS like Tavart because 
it saves usable space. Built of steel 
throughout — made to last the life of 
the building. And reasonably priced. 


DEALERS: Ask your jobber salesman 
about the Free Demonstration Model 
and Tavart prices or write direct to 
address below. 


SOLD WHEREVER GOOD BUILDING HARDWARE IS SOLD 


TAVART COMPANY, LTD. 


124 WEST 4TH STREET 
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Map your 
selling future 
with OZAN 


shortleaf pine 











i 


HESE four Arkansas Counties are 

OZAN’s storehouse of growing, 
high quality OZAN _ shortleaf pine. 
Our scientific forest: management pol- 
icy here guarantees your selling fu- 
ture in this famous product. 


Ozan LUMBER Co. 
Prescott, Ark. 











LS d/h) hea/hb/ ASL SAS hI MS 
NATIONALLY ADVERTISED 
AROMATIC RED CEDAR 


CLOSET LINING LUMBER 


Packaged and Sealed 


GUARANTEED 
90% Red Heart 
or Better 


Currently pro- 

duction problems 

prevent our immediate 

return to full scale operations 

but we can see an improvement in 

the near future—and we hope soon for 

a quick return to our prewar service on 
all shipments. 


PRODUCT OF 
GEO. C. BROWN & Co. 
GREENSBORO, NORTH CAROLINA 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 
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called Flexmetl “a decorative, 
structural material, which is: pli- 
able to the limits of its component 
parts—the wood and metal—and 
particularly adaptable for walls 
where fireproof material is re- 
quired and wood is desired.” 

“Its structural quality makes it 
ideal for partitions, backdrops, 
curved counterfronts and_ intri- 
cately shaped lamps and lighting 
fixtures,” he said. 

Another wood product displayed 
at the show was Checkwood, an en- 
tirely new type of decorative wall 
material composed of one-inch 
jewel-cut squares of plywood 
bonded to a fabric backing. 

The Flexglass exhibited, rect- 
angles of mirrored or patterned 
glass on a flexible fabric backing, 
is not a new product. 

Samples of a new super-decora- 
tive Flexglass, still under develop- 
ment, were exhibited for the first 
time. The novel innovation of this 
material is a complete design in- 
corporated right in the glass. 

Demonstrating the practicality 
of genuine cowhide as a floor 
covering, United States Plywood 
showed for the first time one of 
their latest items, Leatherfloor. 
Produced in squares of four, six 


and eight inches, it is preserved. 


and hardened with an 
plastic coating. 


invisible 


Metropolitan Lumber Dealers 
Have Eighth Annual Dinner 


Its eighth annual dinner was 
held Dec. 3 by the Metropolitan 
Lumber Dealers association Inc., 
The corporation was established 
and is maintained to handle labor 
relations. The stag dinner was in 
honor of the group’s treasurer, F. 
Albert Lutz who is president of the 
F. Albert Lutz Lumber company, 
New York. 


W. F. Rosenthal, Illinois 
Lumber Company Owner, Dies 


William F. Rosenthal, 66, one 
of the founders and co-owner of 
the Rosenthal Lumber & Fuel com- 
pany, Crystal Lake, IIl., died Dec. 
8 


"When the Rosenthal firm was 


founded in 1910, Mr. Rosenthal was 
one of the owners, the others be- 
ing his brother Paul and Henry 
Rosenthal. 


Companies Announce 


The GYPSUM ASSOCIATION an. 
nounces the removal of its offices to 
330 S. Wells street, Chicago 6, Ill. 


INTERNATIONAL HARVESTER COM- 
PANY has announced the establish- 
ment of separate motor. truck 
branches at Columbus, Ohio; Fort 
Wayne, Ind.; Little Rock, Ark., and 
Davenport, Iowa. General line 
branches, which handle the com- 
pany’s farm machinery, tractor 
and refrigeration lines, will con- 
tinue at those points also. 


A new insurance plan for its em- 
ployees has been announced by the 
LOWE BROTHERS COMPANY, Day- 
ton, Ohio. Employees effected are 
those engaged in the manufacture 
of paints and varnishes in the Day- 
ton plant, all Dayton and district 
personnel, and salesmen and retail 
executives throughout the country. 


A complete new setup in the 
manufacture of its diesel engines 
is announced by LISTER-BLACK- 
STONE INCc., Milwaukee. All pro- 
duction has been moved to a new 
modern plant and there will be an 
almost complete concentration on 
the production of straight diesel 
engines. - 


Modern Farm Home Will Be 
One Story with Basement 


“The farm house of the future 
is a one-story house with modern 
lines and has a basement, dining 
room, work room, and a roomy 
porch,” Cameron Hervey, associate 
editor, Farm Journal, Philadelphia, 
Pa., told the opening session of 
the American Society of Agricul- 
tural Engineers Dec. 16. 

Basing his statement on a recent 
survey of the 2,650,000 readers of 
Farm Journal, Hervey said that 
55 percent of those surveyed ex- 
pressed a preference for one-story 
houses, while only 33 percent voted 
for two stories, and 12 percent for 
story-and-a-half houses. 

With unlimited space to build 
in, Hervey claimed, the one-story 
house is a natural for the farm. 
“While building costs for one-story 
houses are higher, farm families 
seem to be willing to spend the dif- 
ference to achieve low, attractive 
lines and eliminate household 
drudgery.” 

There is an acute shortage of 
good farm home plans, Hervey said. 
“Because the farm home is als? 
the business center of a farm, most 
city house plans can not be adapted 
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THESE new officers will be at the helm of the Insulation Board institute in 1947. They are, 


left to right; D. M. Pattie, Wood Conversion company, St. Paul, Minn., vice president; Henry 
M. Collins, Celotex corporation, Chicago, treasurer; and James V. Jones, Armstrong Cork com- 


pany, Lancaster, Pa., president. They were elected at the institute's annual meeting in Chicago - 


in November. 


easily for farm use. And most 
plans offered by land-grant colleges 
and similar agencies serving the 
farmer are sadly out-of-date.” 

To help remedy the situation, 
Hervey told the engineers, some of 
the nation’s most outstanding ar- 
chitects have been commissioned by 
Farm Journal to design a series of 
modern farm homes. “The tre- 
mendous demand for these plans,” 
he said, “indicates that many farm 
families are planning to build 
homes in the near future and that 
they are as appreciative as city 
people of good house design.” 

Hervey called for greater efforts 
on the part of the colleges. He 
suggested that most college agri- 
cultural engineers now charged 
with farm house planning are over- 
burdened with other work and' are 
not by training especially qualified 
in house design. 

“Each agricultural engineering 
department,” Hervey said, “should, 
as soon as funds are available, em- 
ploy a trained architect to help 
meet this pent-up demand for new 
and remodeled house plans by farm 
folks.” 


J. E. Long, Former General 
Monager, Weyerhaeuser, Dies 


James E. Long, 81, general man- 
ager of the Weyerhaeuser Atlantic 
coast distributing yards up _ to 
1934, died suddenly at his office in 
Newark, N. J., December 2. 

Since 1934 Colonel Long, as he 
was widely known throughout the 
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lumber industry, had been on a 
semi-retired basis. He was a 
brother of George S. Long, general 
manager for many years of the 
Weyerhaeuser Timber company, 
Tacoma, Wash. He joined the or- 
ganization in 1920 as manager of 
the distributing yards at Balti- 
more; Portsmouth, R. I.; and Port 
Newark, N. J. 


Promotions and Appointments 


JOHN A. FRY has been elected to 
the board of directors of the De- 
troit Steel Products company, mak- 
ers of Fenestra steel windows. Mr. 
Fry is president of Detroit-Michi- 
gan Stove company. 


WILLIAM E. ERWIN has_ been 
named manager of industrial rela- 
tions for the Marquette Cement 
Manufacturing company, Chicago. 
He succeeds John J. Kelly who died 
early in December. 


Morgan Sash & Door company, 
Chicago, announces the appoint- 
ment of PHILIP E. MALINGER as 
general manager of the company. 
He succeeds Ross D. SCAMEHORN 
who has been vice president and 
general manager for the past ten 
years and who was recently ap- 
pointed general manager of the 
Morgan company of Wisconsin. 


LESLIE B. SANDERS JR. has been 
appointed field promotion manager 
of the Savogran company, Boston, 








PAUL B. BERRY 
Wholesale - Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick- 
er hardwoods, mostly 4/4" & 5/4” 
KD or AD. Send me your stock 
and price lists. 











Lindsey 8-Wheel 
Tractor Wagons 


are ideal for tractor logging. They 
are used singly or in trains. 


Lindsey Wagon Co., Laurel, Miss. 


Sole Manufacturer 














Gives Siding Jobs Improved 
Protection and Appearance 


On every Asbestos 
Siding job, where ap- 
pearance is essential, 
you can save valuable 
time, simplify fitting 
at corners and along 
window and door 
frames, give added pro- 
: ° tection, by using indi- 
vidual zinc corner strips. . . . Made of 
oxidized zinc... will not stain. Lengths 
suitable for any Asbestos Siding Shingle. 
For complete details write 


BUCHER MANUFACTURING CO. 


211 S. Main Street 








Kokomo, Ind. 





A dependable brand of Maple 
and Birch Flooring that has 


been delivering thorough-going 
satisfaction to customers for over 
35 years. 































EXTRUDED 


ALUMINUM 
MOULDINGS 


‘ BUILDING MATERIAL 
DISTRIBUTORS WANTED 


ATTRACTIVE LIST PRICES, 
PLUS LIBERAL DISCOUNTS. 


TOP QUALITY LINE -- 
PACKED IN 120-ft. CARTONS AND 
504-ft. CASES. 





Inquiries invited from all territories 
—Write for FREE Catalog and 
Price List 


Standard Moulding 
Company, Inc. 


Manufacturers 
33 W. 42ND ST. — NEW YORK 18 
Telephone: Pennsylvania 6-0595 
i 








Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumber Dealers 
for 52 years 


LUMBER FROM SOUTH, ‘WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Blvd., Chicago 4, «il. 











MINER'S EDGER WITH SKF BALL BEARINGS 


SPECIAL FEATURES 
feed for light power 


H u 
Lightest running 


Variable 


guide rail 


and spurs make STRAIGHT 


balan¢ 


lumber, well 
fare | ma ndrel, now creosoted frame IT 


CLEARS ITS COST IN 30 TO 60 DAYS 


MINER EDGER WORKS, Phone 1292, Meridian, Miss. 








LEMIEUX BROS., INC. 


FORESTERS--TIMBER ESTIMATORS 
APPRAISERS-CIVIL. ENGINEERS 
610 Pere Marquette Bidg., NEW ORLEANS, LA 








WANTED 


Cherry & Birch squares 2!/."" x 2!/."" x 20" (or 
multiples) 

Also Cherry lumber 4/4 to 8/4 inclusive 

Ash, Birch & H. Maple 4/4 to 16/4 inclusive 

S. Maple, Birch & Poplar 4/4 

Basswood 5/4 


WARREN ROSS LUMBER CO. 
Falconer, N. Y. 








Start 1947 Right 
Save time, increase your op- 
erating ciency with this 
handy, desk-side MANAGE- 
RIAL FILE. Keeps all im- 


sts, Ss, 

output, pending matters—at 
your BR tips. Ball bearing 
rawer. Top opens up. 

Rubber casters, double locked 
for tary it ITE FOR 
CIRCULAR 








Northwest Metal Prods. Co. 
1337 E. Mason, Green Bay, Wis. 








70 











Chicago and San Carlos, Calif. Mr. 
Sanders will make his headquarters 
at the Boston office. 


The appointment of ARTHUR H. 
BURT as manager of the north cen- 
tral district of the Sherwin- 
Williams company is announced. 
He succeeds L. T. STATHAM who is 
retiring. Mr. Burt has been with 
the company since 1912 and has 
served as general manager of trade 
sales since 1943. 


M. T. LEAHIGH has been named 
to the contract department of 
Hardwood Distributors corpora- 
tion, Detroit. FLOYD W. GASSER has 
been appointed sales manager for 
the company. 


JAMES H. EASTERLY, newest of 
the Taylor Instrument companies’ 
sales force, has been established in 
the Northwest with headquarters 
in Seattle. Prior to his leaving for 
service in the army, he was with 
the company since 1941. 

Appointment of EDMUND D. 
KENNEDY as sales promotion man- 
ager of Monsanto Chemical com- 
pany’s plastics division, Spring- 
field, Mass., has been announced. 
He has been serving as sales pro- 
motion manager of the Vickers di- 
vision of the Sperry corporation, 
Detroit. He is a former president 
of the Pittsburgh chapter of the 
National Industrial Advertisers as- 
sociation. Dr. C. K. BUMP and H. 
W. MOHRMAN have been appointed 
assistant directors of research for 
the same company. 





Several promotions have been 
announced by Bird & Son, Ince., 
East Walpole, Mass. WESLEY C. 
AHLGREN was elected secretary- 
treasurer, replacing AXEL H. AN- 
DERSON, new president. The follow- 
ing were elected vice presidents: 
H. EUGENE SAWYER JR., ELI L. 
CHAMBERLAIN, RALPH A. WILKINS, 
RICHARD C. FLOYD. 


WILLIAM J. NORMAN has been 
named district manager of the 
Waverly plant of United States 
Steel Supply company, Newark, 
succeeding CHARLES KRAMER who 
is retiring. Mr. Kramer has been 
with the company since 1900 and 
Mr. Norman joined the company in 
1912. 
































ADVERTISING 


PAYABLE IN ADVANCE 





Co must be in office of AMERICAN LUM. 
B ten days prior to publication 
date. Rates are based on number of WORDS 
and consecutive insertions as shown below, 
Be sure to count address. For “blind” ad. 
dress care this publication ai 5 words, 
Advertisements are set in uniform style. in 
proper classification, with first line in capitals, 
if so ordered. 

ra lines of white s 


ce count as 5 words, 
Please specify CLASS 


ICATION desired. 


8c per word for one insertion. 

7c per word, per insertion, for 2 consecutive 
insertions. 

6c per word, per insertion, for 3 to § consecu- 

tive insertions. 

MINIMUM CHARGE §1.60. 

Attractive discounts for 6, 13 or 26 consecu- 

tive insertions. 

When answering “blind’’ advertisements ad- 

dress number shown care of 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Illinois 








HELP WANTED 


SUPERINTENDENT WANTED 


Topnotch production Superintendent wanted 
for millwork and box factory in Northern 
California. Modern plant. permanent opera- 
tion in business over fifty years. Plant em- 
ploys over two hundred men. The man we 
want is probably now employed in a similar 
capacity in a modern mill. Must be under 
45 years of age and well experienced on 
lumber grades and high speed manufacturing 
operations. Excellent living conditions for 
family man. State i past experience, 
qualifications, personal factors and _ salary 
expected. Your reply confidential. Address 
F-41, American Lumberman. 











Wanted: Head Sawyer for steam circular mill. 
Potter Lumber Company. Allegany. New York. 





Retail Yard Manager 


Opening for experienced lumberman about 
fifty in line yard organization. Good town in 
— Address F-32, American Lumberman, 
nc. - 





Salesmen who are calling on retail lumber 
dealers. Please call on us as we are inter- 
ested in buying all kinds of building ma- 3 
terial and specialties yp seg ms to a first os 
retail lumber yard. Can furnish — goo 
reference. Lowell _o——d Supply Co., 
Apple Street, Lowell, Mas 

Wanted Salesmen to sell Northern Minn. and 
Mich, lumber, both Softwoods & Hardwoods, 
on commission. Forest Products Co., N. W. 
Bank Bldg., Minneapolis, Minn. 








We are seeking a lumberman, capable of 
assuming full charge of commission lumber 
business located in Chicago, Ill. Will ar 
range satisfactory drawing account or salary, 
with ag pee to participate in profits. This 
concern is well established and well rated. 
This is a splendid opportunity i 
imagination and initiative. ive complete in 
formation concernin your e ast experience. 
etc. Address G-36, American Lumberman, Inc. 


— 


for a man with 





Wanted: Aggressive manager for yard located 
in a rural community in central Illinois. 3e- 
plies will be considered confidential. Address 
G-31, American Lumberman, Inc. 
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